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Even infrequent mailers need a Phillipsburg Inserter 


How much is convenience worth to you? It makes sense to automate 
your mailing operations with a Phillipsburg Inserter when automa- 
tion costs you less. Here’s a machine that can reduce mailing costs, 
eliminate costly errors while paying for itself. On the spot, the 
Phillipsburg provides you with all the conveniences of a modern, 
mechanized mailing department. And convenience—translated into 
time, labor and materials—is something profits are made of. You 
too, can now reach your customers at a moment’s notice, without 
disrupting your office or plant routine. And a mailing deadline, 


promptly met, is a measure of your service. 


Write for complete information on automated mailing 


The Phillipsburg gathers, nests, inserts, 
opens and seals envelopes, prints postal 
indicia, counts and stacks up to 6,000 
pieces per hour. 





NER PR TS THR 4 IMAGINATION 


Bell & Howell Company 
PHILLIPSBURG INSERTERS 
14 East Jackson Boulevard 


Chicago 4, Illinois 
Available through Bell & Howell Canada, Ltd 











this is all you throw away 


... the strip zipped from a 
pack of ODIN® mimeo, du- 
plicator or bond finish pa- 
per. “Zip” and the pack’s a 
re-usable pouch — saving 
paper, shelf space, re-wrap- 
ping. ODIN® runs right; in 
quiet-white and readable 
colors. For samples, write 
or wire 
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BERGSTROM PAPER COMPANY 


NEENAH, WISCONSIN 





PROTECT 


your merchandise 
with this low-cost, 
fast-handling 
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FRONTPORCH ScuTTLEBUTT—Henry Hoke, Sr. 


Assure your mailings full protection at 
low cost! Save packing time, too. Corro FEATURES 
Bags, in a wide variety of standard sizes, 
have their cushioning protection built 
in no shredded fillers to add weight 
and spill out. Easy to fill, can be stapled 
or taped closed. These all-purpose mail- 
ing bags replace shredded-filler bags, 
die-cut sheets, custom packaging. For 
size range of samples, write Dept. R 


Shetman 


PAPER PRODUCTS COMPANY 
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HOW TO PUT ACTION INTO YOUR DIRECT MAIL 


Over and over, direct mail has proved its ability to 
create leads for salesmen, dealers, distributors . . . 
open the door to sales against pressure from the 
toughest competition. And yet, with all that has been 
learned from studying measurable results, many an 
otherwise hard-headed firm sends out mailings—a 
letter, a brochure, a broadside—as though there were 
some other reason for spending money on advertising 
than making money. 


Now, to broaden your understanding and to help 
you apply the tested principles of successful mail 
advertising, The Creative Division of James Gray, 
Inc. has created a new booklet titled, “How To Put 
Action Into Your Direct Mail’. It is free and will be 
mailed to you without obligation at your request. 


In just a few pages, and with concrete examples, 
the booklet explains how to plan an over-all mailing 
effort; build a mailing list of prospects; know before 
you spend money whether or not your mailing has a 
chance to succeed. You will discover how to use the 
same envelope that now merely carries your catalog 
or price list to bring back actual orders or pave the 
way for larger orders from your salesmen. You will 
have a check list of do’s and don'ts based on years 
of mail advertising experience. 


And you needn't suspect our motives in making 
this free offer. True, the booklet is devised to bring 
the creative services of James Gray to your atten- 
tion. But we have made certain that it is a completely 
self-contained, shirt-sleeve booklet that you can use 
with no strings attached. 


To receive your free copy of ‘‘How To Put Action 
Into Your Direct Mail’’ and have our years of experi- 
ence guide your thinking and improve your results, 
write today. You will find the booklet a real value, 
indicative of the service we render. 


The Creative Division 
OF JAMES GRAY, INC. 


216 East 45th Street, New York 17, N. Y. 
MUrray Hill 2-9000 





INSIDE | 
OCCUPANT MAIL 


DO OCCUPANI 
EFFECTIVE- 


HOW 
MEASURE 


QUESTION: 
MAILERS 
NESS? 


ANSWER: Store traffic, coupon returns, 
sales, these are the most common ways of 
measuring effectiveness 

In the art of measuring effectiveness 
and it is an art, it is not so important that 
you use one particular method, as it Is 
that you interpret your figures wisely and 
draw the proper conclusions. There's an 
old saying that comes to mind every time 
I get involved with statistics: “Figures 
don't lie but liars do figure.” It al- 
ways reminds me that the figures are 
piain cold facts, and unless I'm very care 
ful they will let me manipulate them and 
prove” something which is not a valid 
deduction 

Now, the hardest figures to find are the 
right ones. So, ['m going to point out 
some of the pitfalls inherent in each 
method of measuring and then let you 
take your choice 

Sales naturally increase due to an ef 
fective promotion. But, don't forget to 
compensate for other factors which may 
influence sales, like: the Season, a neigh- 
bor’s promotion (especially in shopping 
centers), a market trend, good or bad 
weather, other interesting events which 
draw attention, etc. Separate sales of 
items advertised from regular sales 

Coupons can be used as a general pro 
motion, where their return is not restrict 
ed to one store. This type of couponing 
gives an accurate measure of response 

Coupons can also be effective traffic 
builders for just one store, they give you 
a very accurate count of generated store 
traffic. However, correlation of all avail 
able figures is the ideal way to measure 
effectiveness, familiarity with the tech 
niques can let you use just one of the 
methods as a yard stick. When your yard 
stick seems to be fibbing to you don't 
hesitate to gather all the figures, so that 
you can eliminate discrepancies 

Of the “yard sticks” you can use to 
measure effectiveness, I feel that store 
traffic is the fastest, most accurate, and 
most reliable. If you watch your cus- 
tomers, you soon learn to distinguish 
buying store traffic from browsing store 
traffic. Buying store traffic is achieved by 
advertising you create the desire to 
buy something and when your customer 
comes in, in the buying mood, he will 
shop and usually buy more than one item 
So make your mailings create the “buying 
mood 

Send for your free copy of Will Stor 
ine’s famous booklet “How to Think 
About Occupant Mail Advertising.” Al 
most 40,000 books have been distributed 

so far. Get vours 


Les Cullman, President 


ONMLA 


OCCUPANT MAILING LISTS OF AMERICA INC 
239 N. Fourth St., Columbus 15, Ohio 


Represented Nationally by Walter Drey, Inc. 
New York 


Chicago 


We welcome your direct mail ideas and news 
items for this department. Send all material to 
Short Notes, Reporter of Direct Mail, 224 Seventh 
Street, Garden City, LJ., N. Y. 


Short Notes 














Read this section with pencil in hand. Check the 
boxes next to Notes which particularly interest 
you, or mention an item you want to send for. 


Readers who use this section this way say it 
justifies their investment in the magazine many 


times over. 


PLUG FOR A PENCIL. A mailing 
came in recently from The Joseph Dixon 
Crucible Company, Jersey City 3, New 
Jersey, announcing their new Dixon Ti- 
conderoga pencil with “Marvelead.” The 
glowing complimentary copy needed only 
a brass band in accompaniment to make 
the picture complete. “Marvelead,” says 
the folder, “makes ordinary writing an 
exciting experience.” It goes on inside 
“Marvelead is the greatest improvement 
in writing since the quill.” Accompany- 
from 10 newspapers 
point out the lead is soft and black, yet 
practically unbreakable 
heavy, yet the point stays sharp 


ing testimonials 


The impression 
Even 
the pencil enclosed with the mailing had 
a special brass handle attached because 
(as the release said), too many pencils 
have been getting away from their users, 
they are that fast and smooth. Oh, yeah, 
says we, sharpening up the sample, and 
grinding the fresh point against blank 
paper with 100 Ibs of 
surprise! The mystical qualities of the 


pressure. But, 


Marvelead point were not dreamed up 
by a copywriter, but in the lab. The point 
didn’t break. What’s more the impression 
was dark and easily legible, and the point 
suffered no apparent damage from the 
mishandling. So we advise, if broken 
pencil points are driving you to distrac 
tion, get a sample of the Ticonderoga 


with Marvelead and see for yourself 


“BUILDING AND MAINTAINING 
Industrial Direct Mail Lists” titles the 
10th report published by Industrial Ad 
vertising Research Institute, an indepen 
dent non-profit advertising research or 
located at 15 Chambers 
Street, Princeton, New Jersey. The 112 


ganization 


page report has just been released to 
Much of the 
information in the study was drawn from 


the Institute's members 


an intensive on-the-spot study of 32 


selected companies representing a cross 


sectional use of industrial direct mail 
Also presented are principles and prac- 
tices of list handling as employed by 
leading direct mail specialists. Among the 
topics covered are where to gather names, 
how to maintain lists currently accurate, 
how lists can be systematized and mech- 
anized to fit a company’s own needs. The 
final chapter presents a worksheet method 
for making a step by step analysis of a 
list handling system. The report is priced 
at $100 per copy for non-members. The 
price, however, may be applied toward 
an IARI subscription based on advertis 
ing expenditures. For those who wish 
further information, a small booklet de 
cribing the highlights of the report may 
be obtained free of charge. 


THREE NEW COLORS, previously 
available only in Switzer Brother's line of 
silk screen and gravure products, have 
now been added to their DAY-GLO line 
of letterpress and litho inks. Colors are 
Fire Orange, Saturn Yellow, and Neon 
Red. These three shades are included 
with seven other printing ink colors in 
a new color guide available from Switzer 
Bros., 4732 St. Clair Avenue, Cleveland 
3, Ohio 


THE SEAMY SIDE of the financial 
world is graphically illustrated in a book 
entitled “Full Disclosure,” the script of 
a 1960 Armstrong Circle Theater pres 
Showing the operations of the 
boiler-room operators and the pitfalls 
investor, the fic 


entation 


awaiting the unwary 
tional- but all too true story shows how 
“sucker” lists are exploited and the 
gullible are pressured into risking money 
on worthless stocks. As a TV show, the 
script was powerful and it loses nothing 
in the transfer to print. If you are 
involved in the promotion of financial 


services or stocks and bonds, and missed 
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“On my honor, I will do my best...” 
you had recited the Scout 


Solemnly 
received 
our Tenderfoot badge and earned 


right to wear the official uniform 


Oath (stumbling only once), 


And as you adjusted the bright ket 
f, you were suddenly transformed 


ic} \< 


1 proud knight \ u stood fearless 
dy to lend a compassionate hand 
rect an injustice Even save a life! 
Wonderful youth! Romantic ideals! 
exchanged them now for ma 
ind accomplishment. But pride 
is shining as ever. In your 

Your craftsmanship 
ide. We share it with vou. Becaus« 
00] printing begins with good papers 


it’s the only kind we make 


PLAN TI ¢ 








This is Atlantic Offset’s 
new fluorescent white 


-a graphic demonstration 
of how it can spark your printing 


Make your own check list of the qualities you'd like to 
see in a superior offset paper. Compare that list with the 
qualities you get in Atlantic Offset. You'll be amazed at 
how closely they match 
Atlantic Offset gives you everything you need for 
better-looking work at top press speeds For example: 
\ fluorescent white that seems to give type, illus 
trations and colors a whole new dimension 
\ well-closed surface for real ink economy 
Uniform bulk and caliper. High dimensional 
stability Quick drying properties 
No fuzz. No lint. You get sparkling halftones. 
Cleanet type 
Excellent opacity for printing two sides 
[his explains why printers find Atlantic Offset ideal 
for everything from booklets to broadsides, catalogs to 
college yearbooks. Or any job that requiresa bright white, 
easy-to-print offset paper 
Atlantic Offset comes in eight sizes and five weights. 
Regular and Vellum finishes. Ask your Eastern Franchised 


Merchant for samples. Or write us direct 


. vw . . a . y . . ‘ 
KASTERN FINE PAPERS 
4s . a - * a - a » 
EASTERN FINE PAPER AND PULP DIVISION « STANDARD PACKAGING CORPORATION « BANGOR, ME 
tastiee 


oom, 
bree ; 





this show last year, you'll want to get 
a copy of the manuscript published by 
Bernie Mazel’s Argonaut Books, Inc., 
2 East Avenue, Larchmont, N. Y. Price 
is $1.95. 


}] A GUIDE TO TEXT PAPER, packed 
with information, has been prepared by 
The Text Paper Manufacturers Group. 
Called “Text Papers—A Guide to their 
Ordering Handling and Use,” the Group 
is distributing free copies to interested 
parties as long as the supply lasts. Write 
to them at 122 East 42nd Street, New 
York 17, if interested. Preparation of the 
booklet is unusual. Sixteen paper mills 
are involved in the presentation, and 
jointly they have prepared 90,000 copies 
for distribution. The text of all copies 
is identical and the format exactly the 
same. However, each company supplied 
its own distinctive papers for its own 
copies and the back cover of the booklet 
contains individual company information 


| WINNERS IN THE ANNUAL Craft 
Competition of the Advertising Associa- 
tion of the West were announced at the 
association’s annual convention in Seattle, 
June 26. First prize in the single-color 
category went to The Smith Company of 
San Francisco, and the first prize in the 
multi-color division went to Kaiser Re- 
fractories at Oakland. 


[] SURPRISE OF THE MONTH for 
July was the announcement that Reuben 
H. Donnelley would merge with Dun & 
Bradstreet, subject to approval of the 
stockholders of both. Many are wonder- 
ing what the move will mean. Donnelley, 
giant producer of direct mail, a list com- 
piler of consumer names, producer of 
classified phone books, and publisher of 
a growing list of trade papers, will join 
a company which publishes, among other 
things, Duns Review and the D&B credit 
reference book for business. Many are 
wondering whether the new group will 
continue magazine publishing, whether 
the new combine will continue compiling 
consumer lists, whether they will add 
business list compiling to their line 


[] “A SERIOUS NOTE about Musical 
Chairs” titles a very humorous booklet 
mailed out by Standard Rate & Data 
Service, 5201 Old Orchard Road, Skokie, 
Illinois, to advertisers and agencies 
Booklet discusses the problems space 
salesmen face when changes are made at 
company or agency level and the re- 
selling job has to start all over again. As 
explained by District Manager Tom 
O'Hara in a covering note: “No gypsy, 
Mr. , has anything on the advertising 
business. Between mergers, new agency 
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have YOU 
considered 


dusaldter les 


lately? , os | 
the ACTION uy 


MINIATURE | 


a 


STANDARD 


sales letter 
with the 


pocketed SELF- 
ENVELOPE 


ansa-form 


Cusa-letter 


the dramatic, die-cut, 
proven direct mail 
device that... 
e CREATES 
e PROMOTES and 
e PRODUCES 
more and better QUALIFIED 
e LEADS 
e SALES and 
e REPEATS 


MONARCH 
If you want to 
do it better, 
better switch to 


esalelter 


faster, easier, more economical 
— per ansa! LETTERHEAD 
A short note on your letterhead, 
to Mel Berlin S/P/M will bring 
you a complete 
folio of samples, 
in your field of 
interest. 


he 


compl / r } 
jrom you to prospect 
and back to you! 


Ansa-Let é ; me BALA SS orp 


200 HUDSON STREET, NEW YORK K} N. Y, WOrth 6-4500 


NEW ENGLAND REGIONAL OFFICE — WEST HARTFORD, CONN. — PHONE AD 2-7228 
SOUTH-WEST REGIONAL OFFICE — OKLAHOMA CITY, OKLA. — PHONE WI 2-4830 





ENVELOPES 
CAN MAKE A 
DIFFERENCE 


a)" =) 0) = me 


most people you 
tible urge to pull 
new “Sim 


newest open 


If you're like 
get an irre 
the tab 
Py I" envel pe 
ng idea for 3rd class mail 


Gets ‘em to the 


n Tension’'s 


message 


A pull of the tab and out comes 
a “teaser” message. 
Get sure, quick openings for 
your 3rd class mail. Tension’s 
Sim-Pul envelopes perform 
perfect! mn automatic insert 
Plenty of room for adver 
tising or merchandising space, 
t Available in standard sizes 


and economical, t 


MAIL COUPON TODAY 
FOR FREE SAMPLES. 


TENSION ENVELOPE CORP. 
Kansas City « St. Lowis © Ft. Worth «© Memphis 
Mianeapolis *« Des Moines « So. Hackensack 


Tension Envelope Corp. 
Compbeii at 19th St., Kansas City 8, Mo. 
Please send me kit of the new Tension 
Sim-Pull Envelopes. 


Name 

Title ome 
Firm Name. 
Address 

City 


“births” and continuous realignment of 
personnel, any media seller has a time 
maintaining his contacts. One comforting 
and unique constant spoken of here 
offers a way to continuously bridge the 
gap.” Clever cartoons and captions take 
this effort out of the commonplace. 


PROMOTION GUARANTEED to 
make you sick. That’s what we'd label 
an effort by Benwill Publishing Corpora- 
tion, 167 Corey Road, Brookline 46, 
Massachusetts. To announce their new 
business paper, Electronic Electromechan- 
ical Production, the company prepared 
a 12 page 8%” x 11” booklet printed 
black and red on heavy white paper. 
The “story line” had a space salesman 
talking with a prospect, and the opening 
dialogue which appeared on the cover of 
the booklet is reproduced here. On the 
spread on pages 2 and 3, the space rep 
is saying, “I don't want to take up too 
much of your time so while you're heav- 
ing I'll run over a few facts.” The pros- 
pect is leaning over an “off-stage” re- 
ceptacle in the pose of a man suddenly 
stricken with acute mal de mer. In the 


WE'RE COMING OUT 
WITH A BRAND NEW 
MAGAZINE 


words of a prospect who received the 
booklet, “This is one of the filthiest, 
crudest attempts to gain attention. It 
hurts the publisher. It hurts any industry 
that might support such activities. And 
incidentally, I think it might also reflect 
on the participating advertisers.” We 
couldn't agree more. We're all for humor 
in advertising, but this sort of vulgarity 
is far from humorous. Or are we just 


stuffed shirts 


A NEW FORM of copywriting paper 
called Calculex offers a system of copy- 
fitting which appears to be faster and 
easier to use than traditional 
methods. The key to the Calculex paper 
is its “calculating grid,” a set of calibra- 
tions printed in pale green at the top 
of each sheet. Before typing on Calculex, 
the writer first uses a pencil to heavy 
up two lines on the grid, one a diagonal, 
the other horizontal; these represent the 
line width and type size desired. Their 


more 


point of intersection indicates the “an- 
swer.” For clarity he marks this point 
with a vertical pencil line. The writer 
then need only typewrite his copy directly 
below the Calculex grid, using the ver- 
tical “answer” line as a guide for the 


average width of his typewritten ma- 
terial. The system thereby pre-measures 
his copy so that, when later set in type, 
it will fit the intended. Free 
samples of Calculex, plus prices and a 
sheet of simple instructions are available 
by writing on your letterhead ot Travis 
Products, P.O. 305, Bonner Springs, 
Kansas. 


space 


A NEW MONTHLY magazine of 
Sales and Marketing Executives — Inter- 
national, 630 Third Avenue, New York 
17, makes its debut this month. It re- 
places Salesweek, published during the 
past two years for the Association by 
Vision, Inc. The magazine, Sales/Mar- 
keting TODAY, will be circulated to 
members of the association only, and 
will accept no advertising. SME has 
30,000 members and 240 clubs in 29 
countries. Philip Cooke, formerly editor 
of Restaurant Equipment Dealer, is the 
editor of the new magazine 


AN EXAMPLE OF HOW good dis- 
tributor direct mail can be came to us 
from Sherry Wine & Spirits Co., 679 
Madison Avenue, New York 21. Firm is 
exclusive distributor for S.S. Pierce wines 
and spirits and Fortnum and Mason of 
London. Their latest full-color brochure 
(28 pages) combines catalog listings with 
editorial information on different wines 
and spirits. Inspired by Holiday's cover- 
age, the brochure lists spirits available, 
prices, plus short descriptive copy in 
addition to reprinting Holiday's hand- 
book of Italian and German wines with 
asterik ratings for each type and year. 
A covering letter—(multilithed with 
careful personalized fill-in) is clipped to 
each brochure. A very fine job. 


A TWO-TARGET DART BOARD 
is being used effectively by Curtis Pub- 
lishing, Independence Square, Philadel- 
phia, to promote space sales in Ladies 
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Joining a country club for sales con- 
tacts is a good idea, but is it practical? 
Such social contacts are not only ex- 
pensive, but they are not available in 


sufficiently large numbers. 


On the other hand, sales executives 
estimate it costs from 7 to 17 dollars 
for every call a salesman makes under 
normal selling conditions. Any way 


you look at it, a sales lead costs money. 


To reduce selling costs, our customers, 
who employ more than 250,000 sales- 
men regularly use Reply-O-Letter — 
direct mail’s most effective contact- 


maker. You can, too. 


As the name implies, there’s a Built-In 
reply card in a special “pocket” behind 
Reply-O-Letter. No stamp is needed to 
reply, not even a signature! 

















REPLY-O-LETTER ORDINARY LETTER 


Above is Reply-O-Letter (A), and an 
ordinary letter (B). When a prospec- 
tive buyer receives the ordinary letter 


his natural reaction is to pick up the 
loose reply card and read the offer 
without first having read the sales mes- 
sage. When this happens he feels he 
is asked to decide on something he 
doesn’t know very much about. Now 
see how Reply-O-Letter works: the let- 
ter with its strong selling message is 
read first. The copy has an opportunity 
to convince the reader. In addition, the 


See how Reply-O-Letter cuts through 
office routine. No secretary needed. No 
envelope. No stamp. Not even a signature. 


life of a Reply-O-Letter is longer be- 
cause letter-and-reply-card are never 
separated until the buyer is ready to 
act. Reply-O-Letter boosts your direct 
mail results by as much as 30% to 
50%. One user says, “Spending money 


~* 


Will a Country Club membership 
pay off in sales contacts? 


for an ordinary letter is like buying 


LA 


a suit without pockets 


All the sales contacts you want! 


For over 26 years the Reply-O-Letter 
organization has helped prepare and 
launch literally thousands of programs 
to produce sales contacts for all kinds 
of products and services and under all 
kinds of circumstances. Our writers 
and artists, our unequalled experience 
and our record of tangible results are 
your assurance of maximum sales con- 
tacts for your salesmen. Yet, you can 
be sure Reply-O-Letter costs less than 
an ordinary multigraphed filled-in 
letter with card loosely enclosed. 


Why join a country club? Perhaps the 
question should be . . . when? Try 
Reply-O-Letter first. A lot of men can 
afford to belong to country clubs 
because of the profitable sales con- 
tacts they gained via Reply-O-Letter. 


Reply-O-Letter can help you. Our 
booklet, “The 3 R’s 
% — of Direct Mail” tells 
} how... Send for it 

f 4 


TTe 
A cihieed 
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{ 

% 
¢ 
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today ... on your 
letterhead, please. 


REPLY-O-LETTER 
5 Central Park West e New York 23 





Home Journal. The kit, consisting of 
targets and two darts, is being sent to 
key ad executives across the country. The 
Journal believes that the most vexing 
aspect of the working day can be sum- 
marized in a word—decisions! On the 
targets all decisions have been grouped 
into one of two categories. On the left 
and cap- 
tions on this area read “Call a cab,” or 


are the “agonizing decisions,” 


“Ask my wife,” or “Ask for volunteers,” 
or “Maybe, and that’s final.” The right 
hand side listing the “obvious decisions” 
has the Journal captioned in all areas 
along with reasons why the magazine is 
the best possible place to advertise 


|} IN HIS RECENT BOOK, “Merchan- 
dising for Tomorrow,” E. B. Weiss, vice 
president of Doyle Dane and Bernbach, 
predicts a rapid rise in mail order sales, 
and by 1965 it will be much more effi- 
cient than it is today. Discussing tech- 
nique, he sees more joint advertising, but 
paradoxically less cooperative advertis- 
ing. Contest and premium promotions 
are due for a drastic upgrading to reach 
today’s consumer. The book, priced at 
$7.50, is being published by McGraw- 
Hill Book Company, 330 West 42nd 
Street, New York 36, N. Y. 


FOR MORE YEARS than we can 


One machine to label 
postcards and magazines? 


Yes ...and at cost-cutting high speeds up to 16,000 per hour! 
The Cheshire Model E adjusts easily to handle small postcards 


and envelopes... 


middie-sized pamphlets and brochures... 


or even larger magazines, catalogs and quarterfold tabloids. 


Applies all types of labels, too 


tinuous pack form, cut or indiv 


wide-strip, narrow-strip, con- 
jual labels)... 


whether they’re 


pre-addressed from your punched cards, plates, stencils or 


other addressing systems. Compact... 


CHESHIRE 


INCORPORATED 


and easy to operate. 
The Cheshire Model E. 


Write for 


descriptive brochure. 


Dept. RDM-8, 1644 N. Honore Street, Chicago 22, Illinois 


remember, The Travelers Insurance Com- 
pany of Hartford, Connecticut, has issued 
an annual report on highway safety 

or rather highway accidents for the pre- 
vious years. This year’s 32 page 6” x 9” 
booklet seems to be the best of all. Its 
title: “Deadly Reckoning.” It is filled 
with interesting but frightening statistics 
on deaths and injuries during 1960. 
Every other page contains a cartoon 
promoting highway safety and editors are 
urged to use these cartoons without 
further permission. You should get this 
example of good public relations for 
your idea file. 


SOMETIME BACK WE WERE men- 
tioning attractive summer camp booklets. 
Another good one recently arrived from 
Mr. and Mrs. L. D. Roys of Camp 
Idlewild winter business address 
334 Otis Street, West Newton 65, Mass. 

. summer mail address, Lake Winni- 
pesaukee, New Hampshire. These camps 

. for both boys and girls are supposed 
to be the oldest private camps .. . in 
continuous operation 1891. The 
beautiful photographs make the project 
seem very attractive. 


since 


SEVERAL MONTHS AGO we ran 
an item about a survey corporation in 
Canada which obtained leads by direct 
mail for making aerial photographs of 
the Canadian landscape. Our keen-eyed 
friend Bill Doppler at Madison, N. J., 
spotted the item and sent us informa- 
tion about how you can get an aerial 
picture of your home area here in the 
United States from Uncle Sam. Make 
a note of this. The Department of Agri- 
culture supplies aerial photographs of 
any section of the United States, re- 
stricted areas excluded, for the small 
price of $2.10 for an 18x22, or $5.50 
for a 40x40. The smaller print is 
scaled 1000 feet equals 1”. The larger 
one is scaled 400 feet equals 1”. Bill 
tells us he ordered a print of his area 
and can count the lilac bushes in his 
yard. Orders for pictures in the Eastern 
States should be to Eastern Laboratory, 
Performance Division, Commodity Sta- 
bilization Service, U. S. Department of 
Agriculture, Washington 25, D. C. Or- 
ders for the Western States are handled 
by the Western Laboratory, with same 
office designation at 2505 Parlays Way, 
Salt Lake City 9, Utah. 


[}) 4,000,000 FAMILIES across the nation 
can now purchase drug prescriptions by 
mail order from Spiegel, one of the 
world’s largest mail order houses at 2511 
W. 23rd Street, Chicago 8, Illinois. Ac- 
cording to Spiegel, mail order prescrip- 
tion drug service-will be available through 
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participating membership in the Spiegel 
Prescription Drug Foundation, chartered 
in Illinois and organized not for profit. 
The service is a good-will gesture for 
Spiegel’s customers who use Budget 
Power Plan charge accounts for their 
catalog purchases. Prescriptions will be 
compounded by registered licensed phar- 
macists with double-checked quality con- 
trol and complete records. No orders will 
be filled for narcotics or barbiturates. 
Shipment wili be prompt, Spiegel says, 
though the service is not recommended 
for emergencies. Manager of the new 
drug department is Anthony A. Indovina, 
R.Ph., formerly Director of Pharmacy at 
Oak Park Hospital. 


[] If MAY BE A LONG TIME from 
May to December, but not for Economi- 
Color Company, 3309 Knight Street, 
Oceanside, N.Y. Latest offer involves 
Christmas greeting cards. Seems they can 
take a color photo of your house at the 
height of the sunny season with flowers 
and trees in full bloom, do a little paint- 
ing here and retouching there, and before 
you can say Adestes Fidelis, there’s a 
scene of your house with snow-covered 
trees and lawn and a gentle snowfall 
descending all about. The cards are pre- 
pared french-fold on glossy paper and 
are available in quantities from 1000 up. 
Snow scene of your house or building 
can be prepared from your own photo 
or they will take the shots to your speci- 
fications. Information available by writ- 
ing Economi-Color at the above address. 


[) A HANDSOME 38-PAGE BOOKLET 
called “Canada and the United States— 
Neighbors in Democracy” is being mailed 
out to prominent people on both sides of 
the border by Distillers Corporation- 
Seagrams Limited, 1430 Peel Street, 
Montreal 2, Canada. The copy, concerned 
with the similarities and differences in 
Canadian and U.S. history, culture and 
government, originally appeared in the 
firm’s annual report. You may be able to 
obtain a copy by writing to the company 
at the above address. 


[ THIRTY MILLION PIECES of 
direct mail will be mailed out by Sloan- 
Ashland Company of Chicago to sell 
their new electric paint gun to the Amer- 
ican consumer. The gun, which works by 
centrifugal force instead of compressed 
air, minimizes misting, and allows the 
user to more accurately pinpoint small 
or tricky areas to be sprayed. A move 
of a lever can adjust the stroke from 
a fine quarter-inch line to a _ broad 
15-inch swath. Sloan-Ashland invested 
$150,000 in designing and tooling up for 
the product. We'll keep our eye on this 
one, and report details later. MORE 
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‘creative 
- ”’ 


packagin§_ 


and how it can 
give your enve/ope 


Silas ) 
exc;tement! 


So often, too little preparation goes into a preliminary but critical step in 
the preparation of a mail sales campaign—that instant of arrival! Will the 
message get through, or will the prospect never open and read it? 


Today, many highly successful mail marketers call that arrival moment 
the strategic step. They know success here, decides the fate of the 
whole campaign. 


To insure better results, experienced advertisers turn to Cupples-Hesse 
for envelope excitement—creative packaging! Cupples-Hesse has the 
design staff, the experience, the production engineers for this creative job 
in envelopes. 
Call your 
local representative 
today for information. 
Consult yellow pages 
under “Envelopes” 
or “‘Tags.”’ 


Cupples-Hesse Company 


Division of St. Regis Paper Company 


St. Louis 15 / Detroit 16 / Des Moines 13 
4110 N. Kingshighway 3635 Michigan Ave. 1657 E. Madison Ave. 


W 








); 
YOU'LL 
NEVER 
KNOW 


. « « whether we can help you im- 
prove the results you're getting 
‘rom your direct advertising un- 
less you inquire. 


The Buckley Organization Inc. 
2106 Phila. National Bank Bidg. 
Philadelphia 7, Pa. LOcust 3-0180 


Now serving such clients as |BM Electric 
Typewriter Civ 18M Data Processing Div 
©) 18M World Trade Corp Mosier Safe 
Company © Sorvice Bureau Corp Farm 
Journal (Lummis &Co.(Div. of U.S. Tobacco) 
CL! PurexCors. 0 OuPont © J.B. Lippincott Co. 
T] Pastings & Co. ine 


SA PO 9 
= BIG TRIAL KIT me 


CLIPART 


8.95 Valve for $1. 


Bargain introductory offer 


proves “Clip Book” art saves 
you time and money. Tor 


quality ready-to-use art for ads 
printing, publications, direct 
mail, etc. Offset, letter 
press, silk screen 

Many art proofs from “Art 
Director's Clip Kit” and 
“Clip Book of Line Art 
enough for dozens of paste-up: 
Satisfaction guar anteed no 
Obligation—_.0 str 

Merely attach $1 0 to your 
letterhead. (Only one to a 
customer—and new 
customers only 


Marry Volk Jr. re 


i meee New Jers 


Diedsdienen ART 4 
Ready-to-use art on translucent stock for 
projectuals. A specialized service for visual Ae 
communications. Write above address for mt 
samples, prices. 


ARROW PRINTING Service is 
mailing blotters to their customers and 
prospects but have added a little twist to 
this old idea. Blotter is rectangular with 
rounded corners, and the glossy side has 
been printed to resemble an auto license 
plate. Numbers on the plate are LA 
9-7200, Arrow’s phone number. The 
blotter comes tucked in a folder which 
says: “You need a license for everything 
these days . . . so why not a printing 
license.” Cute idea. Could be used by 
many different kinds of firms. 


LATEST IN OUR SERIES of quot- 
able quotes from other publications who 
seemed determined to give their readers 
as much misinformation on direct mail 
as they possibly can. We quote, without 
comment. “There is no really bad season 
for direct mail, but a particularly good 
time is just prior to taking your summer 
vacation. This assures you of a good list 
of prospects waiting to get you back in 
the swing of things after your holiday. 
Also in regard to direct mail, one ques- 
tion will usually tell you if the replier is 
a prospect or just a gift collector. Simply 
ask him, ‘What did you have in mind 
when you mailed this card?’ If he is 
thinking of additional life insurance he 
won't hesitate to tell you. Don't waste 
time and effort on the gift collectors.” 


PERFORATED LABELS which com- 
bine three unique features are now avail- 
able from Nevacurl Label Co., 756 
Fourth Avenue, Brooklyn 32, N. Y. The 
features are: (1) pin hole perforations for 
register at exact one-inch spacing, (2) 
Cheshire punch Ysth hole at exact one- 
inch spacing and (3) positively flat posi- 
tion of dry gummed paper. Full machine 
speed addressing is now possible on your 
Speedaumat, Addressograph, Elliot, Scrip- 
tomatic and Pollard-Alling addressing 
machine by the use of the punched paper 
on the strip/lister attachment, according 
to the manufacturer. Complete informa- 
tion available from Nevacurl. 


LATEST FIRM to capitalize on the 
Civil War Centennial in promotion is the 
Curtis Paper Company, Newark, Dela- 
ware. They have just published “Wash 
Roebling’s War,” a selection from the 
unpublished Civil War letters of Wash- 
ington A. Roebling, who, with his father, 
built the Brooklyn Bridge. This, the 
eighth title in a series of publications on 
Americana commissioned by Curtis, is an 
interesting view of the Civil War as seen 
through the eyes of an intelligent young 
engineer. His attitude toward war—at 
first eager and fired up with patriotism, 
and finally to the dread boredom of 
soldiers sick of war and waiting to die— 
shows the conflict for the horror it was. 


Roebling’s honesty and insight makes 
this book well worth reading. If you 
write to Curtis, you can probably get 


a free copy. 


MOUNTAINS OF MAIL would best 
describe the scene below, a recent view 
of the Clinton Avenue warehouse of 
Horn Ohio Company, direct mail agency 
at the Caxton Building, Cleveland 15, 
Ohio. The 1660 canvas mail sacks piled 
up in the warehouse represented the sixth 
and final mailing of a series prepared by 
Horn Ohio for their client, Harris- 
Seybold Company. The mailing was a 
composite of the five which preceded it 
and was printed on a half press sheet. 


The mailing illustrated the economy of 
eliminating extra make readies. The 
17,000 25” x 38” press sheets were 
inserted with letters into mailing tubes. 
The mail sacks, which were piled 18 feet 
high and covered 6500 square feet, were 
transported to the post office in four 
trips. Forewarned, the post office had 
extra clerks and floor trucks ready to 
handle the load. 


[1 A GOOD RETURN was tallied up 
by Newark Ladder & Bracket Co., Clark, 
New Jersey, after a recent mailing to 
1000 builder customers. For many years 
Newark has been using cheesecake in 
their direct mail, an unusual approach 
for industrial mailings. Normal response 
rate has been about 2%. Recently they 
mailed a “survey” asking the 1000 
whether Newark should continue using 
cheesecake in their promotion, use less, 
Response was 11‘ 

happy with the 
of respondents 


or use none at all. 
and Newark is very 
results. Incidentally, 70% 
wanted more cheesecake. 


[ AN ORDINARY ITEM turned into 
an advertising medium is the brown paper 
bag you get at the grocery store. Called 
“Coupon - on - the - Bag,” the promotion 
stunt was developed by the First Mercury 
Corporation, 826 Seventh Avenue, New 
York. Total circulation in the NYC 
Metropolitan area went over the million 
mark in June of this year. Coupons, 
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printed ten to one side of a bag, offer 
free rides at amusement parks, free 
bowling match, and other services at 
reduced rates. Advertising costs $165 per 
coupon, per 100,000 bags. Bags are sold 
by First Mercury to supermarkets at 
prices competitive with “non-promo- 
tional” paper bags. 


[| A THREE-DIMENSIONAL PHOTO 
of their inserter added drama to a recent 
mailing by Bell & Howell's Philipsburg 
Inserter Company, 14 E. Jackson Boule- 
vard, Chicago 4, Illinois. The photo, 
printed in blue and red, came alive when 
viewed through special glasses accom- 
panying the folder upon which the photo 
was printed. While this technique is far 
from new, it’s still a great tempta- 
tion for most of us to take a peek through 
those glasses. Might be worth thinking 
about the next time you want to drama- 
tize your product. 


[] GOLD NUGGETS, chunks of real 
mined pay dirt suitable for giveaways, 
contest prizes, conventions, letter gadgets, 
etc., are available from Robert Waters, 
27 Ridge Road, Emerson, New Jersey. 
The chunks, 5s” in diameter, are priced 
at $45 per thousand. Also, the price of 
his genuine Indian arrowheads from old 
Texas sites has been reduced to $150 
per M. Mr. Waters will send a free 
sample of either or both on request. 


[] ANSWERING SOME INQUIRIES. 
Yes . . . it’s true that the National 
Titanium Company in California is again 
mailing letters offering paint “in our 
warehouse.” The situation is confused. 
The Federal Trade Commission entered 
an order on May 3rd, 1961 demanding 
that the company make certain changes 
in its style of promoting their products 
by mail. One of the provisions stated 
that the company could not state that 
they had this paint in a certain ware- 
house “near to you.” The price could 
not be claimed as a “reduction.” The 
National Titanium Company was given 
60 days in which to prove to the FTC 
that they have complied with the order 
to cease and desist. We notice that the 
new letters now going out from Cal- 
ifornia were typed on July 5, 1961, which 
is just beyond the 60 day limit. We 
will now have to learn whether the slight 
changes made in the new letters are sat- 
isfactory to the FTC. 


[] DURING THE BATTLE over post- 
age rates some people are wondering 
why certain organizations are allowed 
to use the low subsidized non-profit 
organization third class rates. A case 


in point which has brought many com- 
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DIRECT MAIL CREATION & PRODUCTION ASSOCIATES, INC. 
1814 Jefferson Avenue, Toledo 2, Ohio * CHerry 4-8316 


Direct mail advertising, handled by professionals, DOES pay off! Look 
at these case histories. Should you see anything that sparks «n idea, 
call your nearest DMCP affiliate listed at the bottom of page. They'll 
be glad to show you these and other campaigns done for a wide variety 
of businesses to solve a wide variety of sales problems. 


TRAILER SALES FIRM SELLS $24,714 AT COST OF LESS THAN 
1%. The problem: How to interest and sell trailer rental firms on buying 
camp trailers for rental? The program: A DMCP campaign, consisting 
of illustrated letters and an illustrated booklet explaining the plan, was 
mailed to 1,100 rental firms on a test basis. The results: The sales man- 
ager delayed the third letter of a scheduled six because more inquiries 
were received than could be followed up. 


Followed-up inquiries resulted in sales of $24,714. And here’s 
the astounding part: these sales were to the first four inquiries 
contacted! A joint effort of Advertising Letter Service of Detroit, 
DMCP and Trail Blazer. 


MANUFACTURER OF LAWNSWEEPERS INCREASES 
SALES 35%. The problem: How could Lambert, Incorporated en- 
thuse its manufacturer’s representatives and increase the num- 
ber of jobber outlets? The program: Lambert, manufacturer of 
lawnsweepers, wanted to increase the number of jobbers handling 
its products and, through them, increase the number of dealers 
selling the product. 


A DMCP mail campaign was designed to go to 45,000 dealers. Inquiries 
received from dealers then were taken to jobbers as proof of dealer in- 
terest in Lambert lawnsweepers. At the same time, a unique program was 
sent to all of the jobbers Lambert wanted as customers. Campaign to 
dealers was a series of self-mailer cards. Campaign to jobbers was a 
series of unusual mailings consisting of a facsimile role of film, fake fire- 
cracker, plastic lemon, money-making machine, puzzle and shrunken head. 


The results: 12,623 reply cards were sent to Lambert by the dealers. 
New jobbers were opened. Lawnsweeper sales were increased by 35 per 
cent. This was a joint effort of Curtin & Pease of Toledo, DMCP and 
Lambert, Incorporated. 


Now ... what’s YOUR sales problem? Write us .. . tell us 
.. . ask us for the complete case history, complete campaign and 
booklet that will help you. Write DMCP in Toledo or the affiliate 
nearest you. 


BALTIMORE, Md.—DMCP—HO 7-7997 © BIRMINGHAM, Ala.—Wm. Grubb & Assoc.— 
AL 1-7585 @ BOSTON, Mass.—OMS Mail Adv.—Al 4-2060 © CHARLESTON, West Vo 
—Dupont Adv.—Di 4-3491 © CHICAGO, IIi.—Cre-Ad Mail—RA 6-8832 @ CINCINNATI, 
Ohio—Curtin & Peose—761-8672 @ CLEARWATER, Fic.—DMCP—442-3242 @ DETROIT, Mich.—Adv. Letter 
Service—LO 7-9535 @ ELIZABETH, N.J.—Auto. Mailing & Printing—TA 4-0891 © ERIE, Po.—DMCP—UN 4-3079 
@ FRESNO, Cal.—DMCP—BA 9-0686 @ HARTFORD, Conn.—J. Roy Mclennon—AD 3-8234 © HARRISBURG, Po.— 
DMCP—K!I 5-724] @ INDIANAPOLIS, Ind.—Ad. Letter Service—ME 6-3527 © JACKSONVILLE, Fic.—Roy C. 
Goettsche—RA 5-0346 @ KANSAS CITY, Mo.—Cliff Kelley Direct Moil—HA 1-2484 @ KNOXVILLE, Tenn.— 
Dande Letter Service—5-6426 @ LANCASTER, Pa.—Quality Printing & Letter Service—EX 4-377] © LANSING, 
Mich.—W. A. Pomery & Assoc.—!iV 5-1731 @© LOS ANGELES, Cal.—Koe Algyer Adv.—NO 5-5785 @ MACON, 
Ga.—Pruett Adv. Co.—SH 5-1696 @ MEMPHIS, Tenn.—Rodney Baber & Co.—JA 5-6731 © MINNEAPOLIS, Minn. 
—Gile Letter Service—FE 3-3471 @ MOBILE, Alo.—Richard Fay-Mail Adv.—HE 3-3166 © NEW YORK, N.Y.— 
Fermaprint, Inc. —MU 2-8124 © OKLAHOMA CITY, Oklo.—Lunn Printing Co.—CE 5-3344 © PHILADELPHIA, Po. 
—The Connelly Orgonizetion—LO 8-6400 © PITTSBURGH, Po.—DMCP—AT 1-9994 @ PORTLAND, Ore.—Taylor 
& Co.—CA 2-9331 @ RICHMOND, Vir.—Expert Letter Writing Co.—643-7345 © ROCHESTER, N. Y.—Inserting & 
Moiling Co.—HA 6-6245 @ SALT LAKE CITY, Utoh—Adv. Management—DA 8-211! © SAN ANTONIO, Tex.— 
June’s Letter Shop—CA 4-7373 @ SEATTLE, Wash.—The Cone Co.—MA 2-5181 @ ST. LOUIS, Mo.—Cliff Kelley 
Direct Mail—CE 1-6750 © TACOMA, Wash.—Mercury Press—FU 3-2788 @ TOLEDO, Ohio—Curtin & Pease— 
CH 4-8316 © WASHINGTON, D.C.—DMCP—FE 8-2128 © WICHITA, Kon.—Letters, Inc.—HO 4-223) 


DMCP 





THE 
BEST 
DIRECT 
MAIL 


BEGINS WITH 


FINCH 
OFFSET 


Its superior qualities of 
brightness, finish and 
formation give you out- 
standing printability. Its 
remarkable economy 
lowers your cost per 
inquiry. Order FINCH 
OFFSET now from the 
paper merchant in your 
area. 


FINCH, 
PRUYN 


AND COMPANY. INC . GLENS FALLS. N Y¥ 


20 GLEN ST., GLENS FALLS, N.Y. — PHONE RX 3-2541 





POWODERLESS ETCHING 
4 COLOR PROCESS 
BLACK AND WHITE 
ZINC AND COPPER 





Engraving Co.. Inc. 
44 West 28th St., New York 1, N.Y. 


MURRAY HILL 9-8585 


plaints is . . . Harvard Business Review, 
published at Harvard University, Sol- 
diers Field, Boston 63, Mass. Our friends 
up there will possibly hit the ceiling 
over this criticism, but the Harvard Busi- 
ness Review is actually a commercial 
undertaking. It is in competition with 
many other business magazines or serv- 
ices. It provides employment for many 
individuals. Objectors see no reason why 
the Harvard Business Review should 
enjoy a 144¢ minimum bulk rate, while 
other business publications must pay 242¢ 
minimum bulk rate. 


] THE PUBLIC RELATIONS 
GROUPS have finally consolidated. Op 
Saturday, July 1, 1961, it became offi- 
cial that the Public Relations Society 
of America and the American Public 
Relations Association have merged .. . 
making a new 4200 member society. The 
new organization will be named the 
Public Relations Society of America. 
The address is 375 Park Ave., New York 
22, N. Y. Donald E. Lynch will be the 
executive head of the Society. Many 
of their members are also members of 
the DMAA or readers of this magazine, 
Direct mail plays a big part in nearly 
every public relations program. 


[ DIRECT MAIL COSTS are up at 
least 75% since 1950 according to a 
report in The Advertising Forum 

the quarterly publication of the National 
Consumer Finance Association. The ad- 
vertising committee of that association 
does a fine job of rounding up all pos- 
sible information about advertising . . . 
and they pay a great deal of attention 
to direct mail. Always enjoy reading their 
reports. Members of the association de- 
pend to a great extent on direct mail. 
The 75% figure was arrived at after 
surveying the membership on their mail- 
ing costs during the 1950's and the com- 
parable costs in 1960. Spiralling costs 
included postage rates as well as higher 
printing and production costs. 


} ANOTHER CRACKPOT is operating 

out of Waco, Texas. He is returning 
business reply permit cards rubber 
stamped in red ink with a peculiar de- 
sign. Inside circular lettering there are 
figures of two soldiers with bayonets 
in front of a school house pushing a 
white and a colored child together. The 
lettering around the design reads— 
“Brotherhood by Bayonet.” This gar- 
bage certainly doesn't help sell democ- 
racy to the rest of the world. 


] “UNDER SEPARATE COVER” is 
an outmoded expression . . . but it’s 
still being used by too many business 


organizations. We've received a number 
of press releases this month which start 
“We are sending you under separate 
cover, a copy of .” When such 
releases or letters go to an editor or 
to an advertising agency .. . it’s prac- 
tically impossible to find the package 
which is coming under separate cover 
and attach it to the original letter or 
press release. The Post Office Depart- 
ment solved that problem a number of 
years ago by allowing the enclosure of 
a first class letter with a package of 
third or fourth class mail. All you have 
to do is stamp on the outside of the 
carcel— ‘First Class Letter Enclosed.” 
ihe. you simply pay an additional 4¢ 
postare. Better tell everyone in your 
organization to forsake forever the frus- 
trating phrase “We are sending you under 
separate cover.” 


[ WHAT TO DO Before Postal Stand- 
ardization Arrives is the subject of a 
four page bulletin issued by Dickie- 
Raymond, Inc., 470 Atlantic Ave., Bos- 
ton 10, Mass. This is a revised and up- 
dated bulletin on the same subject pub- 
lished in March, 1961. The bulletin care- 
fully explains what formats will be 
banned or not recommended after Jan- 
uary 1, 1963. It is up to all of us to 
get acquainted with all the proposed 
changes supposedly necessary due to 
automation of post offices. We still think 
there will be further changes before 
1963. Much publicized automatic ma- 
chinery has not lived up to expectations. 
So far, there seems to be no satisfac- 
tory substitute for human eyes in read- 
ing the handwriting or the typing of 
one hundred eighty million people. And 
we still have serious doubts whether one 
hundred eighty million people or more 
can be mobilized to conform to a set 
pattern or format for their communica- 
tions by mail. 


[ YOU CAN TELL WHEN an adman 
is as barren of ideas as Mother Hub- 
bard’s cupboard was of vichysoisse. He 
drags out the “scientific” pitch. You're 
told that “scientific tests show,” or “lab- 
oratory findings prove,” or “clinical re- 
search has established,” etc. Such prod- 
uct claims are usually as scientific as 
betting $2 to win on a horse named 
Cheddar because you ate a cheese sand- 
wich at noon. There are 14 types of 
so-called “scientific” claims in advertis- 
ing which are considered deceptive or 
fraudulent. They’re revealed in an 8-page 
booklet, “The Role of Science in Ad- 
vertising.” Free from B. & B. (This item 
clipped from always good B-B shots, 
house magazine of Byer and Bowman Ad- 
vertising Agency, Inc., 66 S. 6th St., Co- 
lumbus 15, Ohio.)e 
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SEPTEMBER 


Closing date for THE CONVENTION ISSUE of The Reporter 
of Direct Mail Advertising. This will be our regular October 
1961 issue, to be mailed the last week in September . . . to 
arrive on subscribers’ desks prior to the conventions of both the 
Mail Advertising Service Association, International 

(October 7-10) and The Direct Mail Advertising 

Association (October 11-13). 


Both conventions will be at The Statler-Hilton 


in New York this year. 


During both conventions, 1,500 additional copies of the big 
Convention Issue will be distributed at The Statler. If you make 
and/or sell the tools of direct mail, if you create and 
commercially produce, if you can provide direct mail markets... 
this key issue is a must for your advertising. Convention Time 

is a time for new contacts, new ideas, new directions. Give 
yourself every opportunity to be in the swim of things. Reserve 
space now. E. P. Baldwin, The Reporter of Direct Mail Advertising, 
224 7th Street, Garden City, L.I1., New York. Ploneer 6-1837. 


SEPTEMBER 


SINESS PROMOTION 
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Concentrate on the Few 


who buy the Most 


by Bruce K. Stabelfeldt, Director of Merchandising 


} pes tr MAIL THINKING and plan- 
ning in our organization starts 
with the philosophy —80°% from 
20%. About 800 of your volume 
will come from about 20° of your 
customers. This is true with prospects, 
too. Why do we start with this? 
Not only because the principle is 
true but because it permits greater 
sales times and effort concentration 
and greater promotion dollar concen- 
tration upon the relatively few who 
buy the most. Why not be in the 
position to turn over to your sales 
force inquiries that represent bona 
fide prospects and that can reward 
your efforts with substantial orders. 
I want to clarify one thing here and 
that is we represent accounts whose 
products are only sold by salesmen. 
So, our primary direct mail purpose 
is to uncover good sales leads. 

Let's examine the 20-80 principle. 

If you are interested in selling the 
candy and other confectionary prod- 
ucts industry (2071), there are ap- 
proximately 1450 establishments pro- 
ducing these products, yet 250 or 
17°? of them produce 82% of the 
volume. 

250 prospects and customers are 


Waldie & Briggs, Chicago, Illinois 


far easier to concentrate on than 
1450. Likewise, it is easier and much 
more economical to mail-promote 
250 addresses. In fact, the mail pro- 
motion to 250 can be more frequent 
and of greater personalization. 

Let’s take another market, Indus- 
try 3552—manufacturers of textile 
machinery. There are about 535 pro- 
ducers of such machinery yet only 
55 or 10% of them produce 75% 
of the total of these products. 

And briefly, one more: There are 
approximately 1470 paint and var- 
nish makers. About 300 or 20% of 
them produce 75% of this com- 
modity. 

So we start with the few worth- 
while prospects and customers who 
buy in quantity. This is the first step 
in direct mail direction and sales 
control. 

Qualification of Prospects 

After determining the approximate 
number of establishments in the in- 
dustry to be promoted, we qualify 
them as having interest in the prod- 
uct or service to be promoted. This 
qualification does two things: It 
shows definitely that the establish- 
ment does buy your product or serv- 


ice, and it shows the specific people 
within that establishment who buy 
or specify your product or service. 
The second part of this qualification 
is extremely important, particularly 
when according to SALES MANAGE- 
MENT magazine 64% of industrial 
calls are on the wrong man. Multiply 
this by the cost of your salesmen’s 
calls . . . this waste alone could buy 
several more direct mail campaigns 
aimed at valuable establishments and 
the right people within those estab- 
lishments. We have now identified the 
market and buying influences most 
important for direct mail and sales 
concentration. These names, inci- 
dentally, are given to the sales force 
and sales department, since they rep- 
resent the prime prospects. In some 
cases we can now begin a high fre- 
quency, highly personalized mail pro- 
gram. In other cases we first use our 
key prospects—remember this means 
both establishments and individuals 

for research and study. This can con- 
sist of a depth study of the product 
itself—such as its appeal, power, de- 
sign, ease and installation and mainte- 
nance, color, packaging, need for 
exclusive feature. It may mean re- 


REPORTER’S NOTE: Bruce K. Stabelfeldt is Director of Merchandising 


and a Vice President at Waldie and Briggs Inc., 221 North La Salle 


Street, Chicago 1, Illinois, and has been with that company for the 


past ten years. Previously he had been sales promotion manager for 


Edward Valves Inc., advertising manager at Blackhawk Manufacturing, 


and assistant advertising manager at the Koehering Company. This 


article was originally delivered as a talk at the DMAA Direct Mail 


Seminar in Kansas City where it was well received by the attendees. 
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searching distribution channels — 
methods of sales presentations and 
perhaps even the image these pros- 
pects have of your company and the 
sales force contacting them. Sales per- 
sonality probing may reveal certain 
weaknesses among your 
marketing areas far below quota. 
Your research among these key 
prospects can go another step and 
that is in the direction of magazine 
readership. Why not find out from 
these key people what magazines they 
read, where they read them and what 
types of editorials and articles com- 
mand their attention and interest. 
The results obviously are important 
to media selection to support the 
direct mail and are also important 
your 


forces in 


to the types of messages in 
direct mail. 

But let’s get back to the prospects 
who have been identified and located. 
We know something about them 
through qualification—we know their 
interest desires and interest levels. 
Now, how best to stimulate this in- 
terest to the point of inquiring. 


Personalized Mail Is Best 


We have found first class, highly 
personalized direct mail is our an- 
swer. We found that this type more 
often than not gets read and gets 
action. In a study in Chicago several 
years ago it was found that direct 
mail created to appear like corre- 
spondence was opened and placed 
in the important mail by the secre- 
tary. She frequently did not know 
the difference between actual corre- 
spondence and first class, highly per- 
sonalized direct mail. You know, of 
course, the other resulting benefit. 
The receivers read the direct mail 
with the other correspondence and 
then frequently set it aside for fur- 
ther study later during the day. Thus, 
we are not only able to get to him 
once during his business day with 
first class, highly personalized direct 
mail—but again later to gain another 
valuable audience. 

We know we get high attention to 
our direct mail. We use Starch, in- 
cidentally, to partially prove it. In 
recent studies about 75% of the peo- 
ple mailed recalled receiving the let- 
ters — 50-60% read them — 30-40% 
passed the letters on other manage- 
ment people and department heads 
and 17% filed the letters for future 
reference. 

Our direct mail is relatively simple 
in character and make up. We always 
merchandise the trade and general 
business publication advertising. This 
is a perfect combination. And, we 
always make it easy for the pros- 
pect to request valuable information 
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through a postage-paid business reply 
card, 

We have been averaging 8-10% 
returns from individuals and as high 
as 30% from establishments. The 
returns, incidentally, are sometimes 
quite interesting. Just recently we 
analyzed 3200 returns from a mail- 
ing and found 42 cards from people 
within establishments not on our 
mailing list. The sales force is ap- 
parently working with us on this 
campaign or some individuals are 
passing the direct mail on to others 
outside of their establishment—I hope 
both. 


Timing Is Important 

The percentage of return hinges 
on many factors. Right after the bank 
fraud in Iowa several months ago 
we made a mailing promoting fraud 
prevention equipment for one of our 
accounts to banks with deposits of 
ten million dollars or more and sav- 
ings and loan firms. Returns from 
the banks averaged 25.35% and from 
the savings and loan firms 21.02%. 
Incidentally, in the case of this par- 
ticular account, our direct mail re- 
turns are closely keyed to territory 
sales quotas and to actual sales fig- 
ures. The message was very timely. 
Right now we are testing two dif- 
ferent messages for the same product 
in two states to see which has more 
appeal. Whichever receives the great- 
est response will be mailed to the 
rest of the counrty. 

I don’t have to spend time telling 
you what the other factors are that 
have a distinct bearing on direct mail 
returns. 

Some salesmen and management 
people, incidentally, feel that if you 
get an inquiry from a prospect that 
is when you stop the mailings to this 
prospect. Yet, 80% of all sales, ac- 
cording to a National Sales Executive 
Club study, are made after the fifth 
call. Why not keep mailing this pros- 
pect, offering more and new informa- 
tion—keep the inquiries coming in— 
and thus cause the salesmen to really 
become acquainted with the prospect 
and his problem or need. 

Direct mail does not always have 
to produce a steady flow of inquiries 
to be working. Direct mail in a way 
also performs a public relations func- 


tion. If it is consistent and dignified, 
you are undoubtedly creating an 
impression—favorable, I’m sure—in 
the mind of the recipient. He becomes 
well aware of your firm’s name— 
products and their merits—innova- 
tions — selling aggressiveness — and 
your desire to want to help him and 
his organization. After a number of 
mailings salesmen are often surprised 
at how well new prospects recognize 
what their company stands for and 
what it sells. 


Inquiry Follow Up 

How well are your inquiries fol- 
lowed up—regardless of whether you 
sell direct or through wholesalers? 

We frequently contact people who 
inquired for literature and informa- 
tion to see if they got it. Also, what 
sales follow up, if any. 

Here are the results 
study: 


from one 


2% of those requesting the booklet 
never got it. 

51% received the booklet only after 
a lapse of two weeks or more. 

25% were followed up in person. 

17% were followed up by phone. 

2% were followed up by mail. 


The sales manager armed with 
these facts, needless to say, went to 
work on some salesmen. Why 56% 
of these valuable leads were not fol- 
lowed up it is difficult to say. Another 
study soon will undoubtedly show 
considerable improvement as most of 
them do. 

These key mailing lists—Sales Con- 
trol Files, as we call them—are main- 
tained almost up to the minute. We 
average 5,000 changes per month to 
keep the list of people above the 
ground—not below the ground. The 
mortality rate of most lists, accord- 
ing to a large Eastern publisher is 
52% a year. We average 40% change 
in individuals, about 5% in establish- 
ments per year. 


Results 

Results! We have plenty of them. 
Here are just a few. A mailing to 
banks in a specific territory produced 
20 inquiries and 8 sales. Another for 
mill supply houses in the industrial 
field opened 223 new stocking ac- 
counts. Another to automotive job- 
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bers opened a main store with 28 
branches—guaranteed first year or- 
der $275,000.00. 

Why are the results high in both 
inquiry return and conversion to 
sales 

1. The market is boiled down to 

the relatively few who buy the 

most. 

They are identified, located and 

qualified as prospects. 

They are direct mailed on a 

high frequency, highly person- 

alized basis to assure attention. 

The message is timely and 

adroit to assure readership. 
vividly sup- 

advertising 


The message is 
ported with an 
reprint. 
The opportunity to seek more 
data is enhanced with a post- 
age-paid return reply card. 
The sales leads, because they 
are good, receive more con- 
sideration and follow through 
from the sales force. 

This last point is important. Many 
salesmen would love to have a chunk 
of your promotion budget to hire an 
assistant or a missionary helper 
rather than have you spend it on 
direct mail. But, when you can give 
them quality sales leads that make 
their selling a little easier, you win 
besides low- 
which is 
something management will endorse 
today. e 


them over to your side 
ering over-all selling costs 


MASA TO CONVENE 
OCTOBER 6-9 


The 40th Annual Meeting of the 
Mail Advertising Service Association 
will meet October 6-9 at the Hotel 
Statler in New York City. This meet- 
ing directly precedes the DMAA Con- 
vention which will be held at the 
same site. 

Dave Ostrom is the general chair- 
man, while Bob Jurick is charged 
with getting an interesting program 
together. Early planning shows a 
varied program of technical infor- 
mation, plus some not-so-technical 

presentations, such as “How to Find, 
Feed and Direct the Creative Mind” 
being prepared by Jim Curtin and 
Dick Hodgson; and a panel of 
“Smiths” devoted to the ins and outs 
of promoting a lettershop. 

The annual banquet, to be held on 
Monday the 9th, will be climaxed by 
the presentation of the Miles Kimball 
Award. 

If you'd like to attend, we suggest 
you write for full details to the con- 
vention’s promotion chairman, Ed 
Lustig, Circulation Associates, 226 
West 56th St., New York 19, N. Y.c 


18 


How Station KIMA Helps 
Advertisers Get The 
Most for Their Money 


IRECT MAIL HAS BOOMED sales 

for four central Washington TV 
and affiliated radio stations owned 
by the Cascade Broadcasting Com- 
pany of Yakima, Washington and 
set the community to buzzing. This 
mailer is a tabloid sized newspaper 
featuring chit chat about television 
and radio personalities and distrib- 
uted to an occupant mailing list. Not 
only has it upped advertising vol- 
ume for the stations, but its promo- 
tion has resulted in program changes 
and the piece is making a substantial 
profit in its own right. 

Published bi-monthly, the mailer 
has a circulation of about 92,000. 
It is put out in two editions; one 
for the Yakima metropolitan area, 
and a second for the tri-city area 
(Pasco, Richland and Kennewick). 
It was originally designed to add 
permanence to the transistory pic- 
torial and audio advertising of tele- 
vision and radio. Bob Horn, promo- 
tion manager for Cascade, explains 
it this way: 

“The basic idea behind the paper 
was to provide a means of selling 
television and radio advertising and 
to give our salesmen a little extra 
pitch. We sell space in the paper 
which we call the KIMA Radio and 
TV SPOTLIGHT, only in conjunc- 
tion with television and radio ad- 
vertising. An advertiser must buy a 
certain amount of television or radio 
time or a combination of both to get 
into this paper. 

“The idea resulted from our analy- 
sis of what would constitute a bal- 
anced advertising program. Perfec- 
tion in advertising, we feel, would 
result if you could display your 
product in the customer’s living 
room; if you followed that up with 
‘phone calls to tell your customer 


By ROBERT P. HAMMOND 


about the product; and if you left 
in his hands pictures and descrip- 
tions of the material and the mes- 
sage you have given him. With TV 
we display the product in the cus- 
tomer’s living room. Radio gives the 
oral follow-up. Now the Cascade 
Newsmember SPOTLIGHT gives us 
a chance to leave the written message 
and picture in the customer’s hands. 
We get all three this way.” 

When they mailed the first issue, 
Horn readily admits, he and his as- 
sociates at KIMA had no concept of 
the terrific impact it would have on 
the community, but it took hold at 
once. Salesmen in the field reported 
an extremely favorable attitude from 
the advertisers. Requests for space in 
the publication poured in and, best 
of all, sales of radio and TV ad- 
vertising jumped. Horn declined to 
reveal how much the SPOTLIGHT 
has upped their television and radio 
sales, other than to say they were 
“much ahead” of pre-publication 
times. 

“The best part,” Horn said, “is 
that the paper is paying its own 
way. In fact, it is solidly on the 
profit side. Even if we were break- 
ing even, the promotion we are get- 
ting would make it worth publishing, 
but we are more than breaking even 
by a long ways.” 

The contents of the mailer are a 
hodgepodge of photos and notes on 
personalities of TV and radio, in- 
cluding both those of the networks 
and of Cascade’s own stations. A 
spirit of frivolity prevails in all the 
copy. For instance, one photograph 
shows Gene Jenkins, director of 
KEPR radio and TV, with Bob 
Baker, newsbroadcaster, simulating a 
weight lifting act. Another bannered 
“Wanted In Oregon” appears with 


, 
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a photograph of Dale Hall, KEPR 
TV’s sales representative in the East- 
ern Oregon area, but the copy is 
merely a personal history of Dale 
to acquaint readers with him. “Voices 
Without Faces” introduces the read- 
ers to some of the people who do 
the station breaks while a slide shows 
on the television screen. 

Other stories tell of such things 
as the preparations of the stations in 
the Cascade orbit to cover Seattle’s 
Century 21 Exposition, the plans of 
the networks for covering the space 
flight of the U. S.’s astronauts and 
many standard publicity items about 
the stars of the programs that ap- 
pear on their air. 


Doesn’t Compete With Papers 


Although Horn admits that one 
reason for the popularity of the 
SPOTLIGHT may be the fact that 
Yakima’s two newspapers are owned 
by the same publishing company, he 
emphasizes that in no sense is the 
SPOTLIGHT in competition with the 
newspaper (except for the advertiser's 
dollar). 

“It would be ridiculous for us to 
compete with the newspaper on their 
own ground. We want to be different. 
This thing is published just as a 
lot of fun and entertainment. We 
carry a lot of cartoons, pretty girls, 
contests and material to make people 
laugh. We want to entertain and 
have no more serious intent. All of 
the editing is done right here by 
myself and my assistant, John Lynch. 

“The most important thing about 
this occupant mailing and the chief 
reason that it 
tremendously is the tremendous pub- 
licity machine behind it. We have 
our television and radio stations 
backing it up. Just before the SPOT- 
LIGHT is mailed, we have dozens 
of spots on both stations (TV and 
Radio) telling that it is coming out 
and advising everyone of the con- 
tests and the fun they are going to 
have with them. By the time the 
SPOTLIGHT reaches home, the audi- 
ence is excitedly waiting for it.” 


has caught on so 


The promotion on TV and radio is 
just as rollicking as the copy in the 
paper itself. For instance, in one 
television spot Horn appeared be- 
fore the audience with a copy of the 
SPOTLIGHT which he tore up into 
paper dolls and airplanes while he 
made his promotion pitch. Then, 
when he was all through, he held up 
his creation and said, “See, when 
you are all through you can make 
these out of it too.” It perhaps was 
a left-handed swipe at the newspaper, 
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Horn, left, and model Sharon Irwin visit Homer Phillips, local sales manager for Wonder 
Bread, with a copy of the paper they distribute via occupant mailing lists. Miss Irwin has 
provided the eye appeal in other direct mail pieces the broadcasting company has used to 
supplement the bakery’s advertising on the air. 


but he said that it was all in fun. 
(In print, they have mimicked news- 
paper “advice columns” with their 
own entitled “Dear Blabby.”) They 
even put on a simulated news pro- 
gram on April Fools Day “reporting” 
that the State Highway Department 
had started painting all the concrete 
roads green in conformance with the 
much advertised slogan “Keep Wash- 
ington Green.” 

This hilarious promotion technique 
has had two effects on their adver- 
tisers. Some were so amused at these 
promotion devices that they had their 
own advertising twisted into the same 
vein. Other advertisers flatly refused 
to have anything to do with the 
paper at all. They said it was “not 
in the publishing tradition” and 
“lacked the dignity they wanted as- 
sociated with their name.” Horn 
pointed out, these are a minority, and 
the stations still have everything to 
sell them that they had before—plus 
extra leverage for the big majority. 


Cascade Broadcasting Company 


operates four TV stations, KIMA TV 
at Yakima, KEPR TV at Pasco, 
KLEW TV at Lewiston, Idaho and 
KBAS TV at Ephrata, Washington, 
and three radio stations. Two radio 
stations share facilities and call let- 
ters with the TV, KIMA and KEPR, 
and one, KWIQ in Moses Lake, is 
radio only. 

(Ed.: This is one of several stories we 
have published on the joint roles of 
direct mail advertising and the vari- 
ous media in delivering sales mes- 
sages to business and the public in 
general. No medium is used more by 
magazines to sell subscriptions. News- 
papers and magazine ad departments 
create exciting direct mail pieces to 
attract advertisers to their pages. Pe- 
riodicals and networks use direct mail 
to merchandise ads placed by regular- 
ly scheduled advertisers. By publish- 
ing these stories we hope to show the 
various factions how each medium 
can support the other in the overall 
advertising picture.) @ 





FUNDRAISERS 


Most are conscientious dedicated men and women. 


but like all groups, there are a few individuals 


who overlook the fine points of ethics and good 


taste and risk alienating the good will of the public 


in raising funds for the sick and the lame, the deaf 


and the blind. 


4 DANGER in criticizing a fund 
raising campaign is that people 
misconstrue your motive. They feel 
that a criticism of the modus op- 
erandi is a slap at the character of 
the fundraisers, the board of direc- 
tors and, yes, even a callous lack of 
regard for the people the funds will 
ultimately help. This is not the case, 
of course. Direct Mail Reporter has 
great respect for the goals of the 
many national and local foundations 
for the cure and prevention of crip- 
pling diseases, the Red Cross, the 
Salvation Army, Community Chest, 
youths’ organizations, and 
institutions for the deaf, dumb and 
blind. We heartily applaud the work 


of these organizations. 


service 


Nevertheless, the directors of the 
fund-raising efforts of some worthy 
causes—in their zeal to raise more 
and more money—suffer from acute 
populum collectum myopia, or short- 
sightedness when it comes to collect- 
ing from the general public. Because 
an appeal is made on behalf of crip- 
pled children, there seems to be a 
tendency to assume that all people 
should be in sympathy with the cause, 
all people should want to give, and 
therefore any tactic employed in the 
name of blessed charity is all right. 
Would it were so. It is not. 

Day in and day out, the public is 
asked to contribute to one worthy 
cause after another. Even consolida- 
tion of giving through Community 
Chest has often proved inadequate, 
and charities must still make appeals 
on their own. The heart of America 
is large and giving, but its pocket- 
book is not inexhaustible. Neither is 
its patience when subjected to offen- 
sive fund-raising tactics. 


The editors of this magazine have 


been criticized on several occasions 
for rapping different fund-raising 
efforts. We have been told we don't 
know what we’re talking about. We've 
been told it’s none of our business. 
Worst of all, we've been told—in so 
many words —that there’s little to 
debate how a campaign is run so 
long as it brings in the dollars. 

If this is so, then let’s waste no 
time waiting for Russia to make the 
first move—let’s drop the bomb and 
be done with it. The logic is the 
same. The end justifies the means. 

What sort of “raps” have we 
handed out? What are we against? 

l. We're against unordered mer- 
chandise in the mail, no matter how 
worthy the cause. This includes 
Christmas cards and religious ar- 
ticles; and many of the so-called 
better charities are guilty of this 
irritating approach. 

2. We're against deception — de- 
ception in the presentation of the 
need and deception in the mechanics 
of mailing, e.g., phony certificates 
and donor numbers and the like. 

3. We're against bully-boy tactics 
that should have gone out the win- 
dow years ago, and unfortunately 
didn’t. Sending valueless pledge book- 
lets and other paraphernalia unin- 
vited, and the dunning the recipient 
for its return (or a donation) is an 
example of this tactic. 

Fortunately for direct mail, only 
a few fundraisers fall into one or 
more of these categories. 

What effect do these irritating ap- 
peals have on the public? What sort 
of climate do they create for your 
appeal? If you are working for the 
American Foundation for the Blind, 
how well does your appealing Braille 


calendar approach do when it comes 
into the mailbox at the same time as a 
dunning “contribute or else” 
from another organization. 


notice 


People have become more sophisti- 
cated. Our economic and educational 
level is higher. The people who can 
best afford to contribute to charities 
are smarter than ever. They are not 
impressed by a reservation number 
that is obviously printed on a card, 
or by a pledge book with printed 
signatures that is purportedly very 
valuable to the organization that 
mailed it out. To keep pace with the 
increasing intelligence of the public, 
fundraisers must appeal to them in- 
telligently. Emotionally, yes. Cleverly, 
if you like. Honestiy, certainly. But 
above all, intelligently. 

When a magazine publisher over- 
does the savings stamp or certificate 
gimmick, and returns fall off, only 
the publisher is hurt. When a book 
club incurs the wrath of members 
who have been enraged by “will send, 
unless told to hold” policy in sending 
out books, only the club has been 
hurt. But when a charity insults and 
irks the public, and funds collected 
fall off, the ones to suffer are the 
blind, the lame and the ill who were 
to benefit from the donations. 

Recently a fund raising effort came 
to our attention which should be 
mentioned. We criticize this mailing 
not to blackball their efforts—but in 
the hopes that other fund raisers will 
see the inherent dangers in a decep- 
tion which is so obvious. 

The appeal was made by the 
National Association for the Preven- 
tion of Addiction to Narcotics. The 
elements of the mailing were: (1) a 


THE REPORTER OF DIRECT MAIL ADVERTISING 





printed letter with typed-in saluta- 
tion; (2) a reply envelope without 
stamp and, of course, the mailing 
envelope. The mailing envelope was 
the source of irritation . . . and is il- 
lustrated here for inspection. 

What finer way to create interest? 
What finer way to make sure the 
envelope is opened? What finer way 
to see that at least a part of the 
letter is read? And what finer way to 
irritate, antagonize and anger the 
general public? The pity of it all 
the letter inside was a good one, and 
is also reproduced here. 

NAPAN, as it is called, was or- 
ganized a few months ago under the 
guidance of Joseph Carlino, speaker 
of the New York State Assembly. 
The Board of Trustees and Advisory 
Board reads like a Who’s Who in 
New York State (including both U.S 
Senators). The letter (as you can 
see) is signed by Judge Joseph Gagli- 
ardi and District Attorney Robert 
Trainor, both highly respected men 
in the state. Bear in mind, however, 
that prominent citizens who lend their 
names to an organization seldom as- 
sist in its operation, and often are un- 
aware of how it is being run. 

When we first talked with Arthur 
Konvitz, a professional fundraiser 
who is Executive Vice President of 
NAPAN, Mr. Konvitz answered our 
questions very briefly and volunteer 
ed little information. The mailing 
went out a short time ago, and at the 
time it was too early to tell what re- 
turns would be. As this issue was 
going to press, we again tried to con- 
tact Mr. Konvitz but couldn’t get 
through to him. His secretary told us 
that the mailing had been completed, 
but full results wouldn’t be known 
until some time in September. No 
there had been no objection to the 
mailing method. 

Perhaps not, but the few people 
we know who received this piece 
opened the envelope with appre- 
hension, or curiosity, and perhaps 
with worry, and seeing the letter in- 
side, whatever feeling they had usu- 
ally turned to anger. 

While the envelope was not Mr 
Trainor’s official envelope, the public 
could scarcely be expected to know 
that. Whether this type of envelope 
should have been used is question- 
able. Whether the return envelopes 
should have been addressed to Mr. 
Trainor’s office is questionable. We 
wont debate either of these points. 
They speak for themselves and you 
may form any opinion you wish. 

But the time has come for fund- 
raisers to stop thinking of people as 
statistics In a census tract group 
as numbers on a list—as a dollar re- 
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*I would have given anything, even my life, to have prevented 
this from happening to ay child." 


Everything that is mean and sordid passes through the office of 
a district attorney, but there is nothing that equals the tragedy 
of interviewing young drug addicts and their parents. 


You know the story of the 151 teenagers that were rounded up in 
our county last year. We have used every means possible to re- 
habilitate and restore them to some degree of normalcy. 


All of us were shocked and dismayed to learn that the spectre of 
drug addiction had raised its ugly head in a community that rep- 
resents the finest and the best that this country has to offer 
to ite children. 


The children who were caught are on the road to recovery, though 
there is no guaranteed cure for drug addiction. Our concern aust 
be directed to preventing any other children from being affected 
by a virus that threatens to become epidemic. 


The National Association for the Prevention of Addiction to 
Narcotics (NAPAN) has launched a three-pronged attack in the ereas 
of research, education and treatment to eliminate drug addiction 
as & serious menace, We believe that the medical profession, with 
sufficient funds for research, can improve treatment of drug ad- 
dicts; that, under the guidance of NAPAN, educational social wel- 
fare and youth organisations, can strengthen the soral fibre of 
the community to resist the encroachment of this dread menace, 


But to achieve these ends, NAPAN needs your support as a member 
of the community, as a parent who should never be faced with this 
tragic situation. 


Please send us your contribution, made out to NAPAN, so that I 
may forward it to them. We have every confidence that it can do 
the job. 


Sincerely yours, 
C) I7 
af Le F. (nes Leg, Farm Trainor 


County J District Attorney 
County of 2 testeheoter County of Westchester 











Robert J. Trainor, District Attorney 
r) 


. , se 
Westchester County Court Hou 


White Plains, New York 











turn. People are people, and they _ the only thing they know about you 
don’t like to be deceived. Not when is what you convey to them in your 
you're asking them for money, and appeal.e 











SALES LETTERS, la femme! 


If your market is women (and 
whose isn't) it's more persuasive 
to have a lady write them. Soft 
sell, hard sell, middle-of-the-road 
sell. Repro & Mailing Service, too 
LUISE STORZ/and Staff 
22 West Madison Street 
Chicago 2, Illinois 











PREMIUMS, 


coupon and inquiry handling at 
CA includes every phase of fulfill- 
ment, from material storage, PO 
order pick-up, to shipping. For top 
coordination and control of any 
merchandise or literature mailings, 
write or coll: 


CIRCULATION ASSOCIATES 
226 W. 56th ST., N.Y. C. 
JU 6-3530 








Write me about your plens 
or problems 


All details handled by mei! 


ORVILLE E. REED 


HOWELL, MICHIGAN 
Winner of two DMAA Best of industry 
Awords . Dartnell Goid Medal . 


Editor of IMP, “The world's smallest 
house organ” 








MAILING TO WOMEN? 


We have eight top selling drop-ship nursery 
items for this fall and winter. Write for il- 
lustrated circular and prices now. 


MIRACLE BOWL CORP. 
Box 258 Englewood, Colorado 


SHAKING HANDS CAN 
COST YOU PLENTY 


Depending on your type of business it costs 
from $4 to $78 every time one of your sales- 
men meets a prospect just to say “Hello”. 
Where so-so prospects don’t justify the expense 
of a month in-month out personal sales call 
keep in touch with them with the motto direct 
mail campaign. Your monthly call by mail will 
cost dimes instead of dollars, and do a whale 
of a job for you. Want information? Write on 
your business letterhead 


LET’S HAVE 
BETTER MOTTOES ASSOCIATION 
2127 East Ninth St. 
Cleveland 15, Ohio 


TYPING 


fill-ins to match our multigraph or 
offset letter copy is a low-cost CA 
specialty. For a perfect fill-in match 
of pica, elite or executive body 
type, as well as economical envel- 
ope addressing, write or call: 





CIRCULATION ASSOCIATES 
226 W. 56th ST., N.Y. C. 
JU 6-3530 








SPEED TYING OF OUTGOING MAIL 


SAVE TIME-LABOR-TWINE 


TIE LETTERS - PARCEL POST - CHECKS 
PAPERS - CIRCULARS - LABELS - BOXES 
with a AUTOMATIC PAK-TYER 


There is an ALL-PURPOSE PAK TYER for every ap- 
plication. Ten times faster than hand tying. Easy to 


operate and maintain. 


automatically tied without any adjustment. 8 to 24 ply 
twine, as well as tapes and braids can be used. Several 
models to choose from. LET FELINS CUT YOUR 
MAILING COSTS. WRITE FOR CIRCULARS AND 


PRICES NOW. 





Oe 


All bundles and packages can be 





shee 


FELIN hs ome CO. 





e are more prospects 
tom more customers 
* more economically <; 
x more efficiently 
* more often 
* more —-- 


ds. 
h four color post car 
- a leader in the field . 


Write for samples and price list. 


Pub. by FASCOLOR INC., Rochester, 


N. Y. 


FASCOLOR 


INC. 


DEPT. 508 


P.O. BOX 86 
ROCHESTER 1, NEW YORK 


RECRUITING PERSONNEL 
BY MAIL 


The operator of two drive-in food 
stands in Denver, Colorado, is suc- 
cessfully using direct mail to solve his 
personnel problems. Instead of using 
the normal classified advertising ap- 
proach, Carl Ceverny mails a mimeo- 
graphed folder to qualified prospects. 
The folder gives the addresses of the 
two drive-ins and explains the benefits 
of working for the Frosted Scotch- 
man (name of the drive-ins). 

Besides giving the salary ranges 
for different jobs, the folder points 
out additional advantages of working 
for the Frosted Scotchman. For one 
thing, each girl gets a complete charm 
and personality course at a local mod- 
eling school for which all but $10 
of the total cost is paid by the 
company. 

The “list” comes from several 
sources, such as recommendations 
from employees who have to leave as 
their families move away, they are 
married, or otherwise become un- 
available. Schools are happy to rec- 
ommend students for part-time or 
summer work. Recommendations also 
come from the local clergy. 

Produced inexpensively, the folders 
are mailed out in a trade-mark enve- 
lope, personally addressed to each 
girl candidate suggested, and sent spe- 
cial delivery. Since adopting this 
program, the drive-ins have held 
personnel turnover to a minimum, and 
have always had a list of girls anxious 
and qualified to fill any vacancies 
that occur. e 


There is a mail order house which 
goes under the name of SNID at Post 
Office Box 32A, Sausalito, California. 
The owner advertises curious items 
for the home. One of our readers 
ordered two unusual dolls. After more 
than a month had transpired . . . the 
dolls had not arrived. So a complaint 
letter was sent along with a photostat 
of the endorsed and deposited check. 
We thought the letter acknowledging 
the complaint was a masterpiece. So 
here it is: 

Dear Mrs. Blank: 

Your note has just been received inform- 
ing me of the inexcusable absence of my 
compatriots. 

My records indicate that a shipment of 
these psychotics was directed to your ad- 
dress. However, the psychologists had fore- 
warned me that some of my neurotic friends 
have an obsessive independent streak that 
causes them to ignore assigned missions 
at least until their whimsey has past. 

Consequently, if your order has not been 
properly filled by the time this epistle 
arrives, please let me know and | will 
personally dispatch another package. 

Snidfully, 
Sip 
Note: The dolls finally arrived. 
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— Highway, company publica- 
tion of Publishers House, Lake 
Bluff, Illinois: “A young father, 
seeking something for his small son 
to do, tore a map of the world out of 
a magazine and cut it up like a pic- 
ture puzzle. ‘Here, son, let’s see you 
put this world back together.’ In a 
few minutes the boy had completed 
the job. His dad was amazed. ‘How 
did you do it so quickly?’ ‘See, 
daddy, there’s a picture of a boy on 
the back. I knew if I could build the 
boy right, the world would shape up 


OK, too.’ ” 


Thumbs Down 

The practice of setting type over a 
decorative design may do something 
for artistic souls, but it certainly does 
nothing for the poor souls who merely 
want to read the copy. 

A recent issue of the excellent 
quarterly publication of the National 
Consumer Finance Corporation had 
a page that was really an eye-sore, 
for it did produce sore eyes. A page 
of black type was printed over an ar- 
tistic design of tan dots and splotches. 
The result was an almost perfect imi- 
tation of the different colored dots 
used in tests for color blindness. 
(Remember?) The black type simply 
dissolved into the background of tan 
dots and splotches. Artwork has its 
place. But it shouldn’t interfere with 
reading—if you really want people 
to read. 


Beauty That Blinds 


While it didn’t find its way into 
this column at the time, several 
months ago I wrote the following: 
“Some of the company publications 
I see are absolutely stunning. They're 
expensively and dazzlingly groomed 
in the finest of stock, typography, art, 
design. They are beautiful to behold.” 

“I have just become aware, how- 
ever, of a rather strange reaction to 
them: Rarely do I read them! Analyz- 
ing the situation, | began to realize 
that I was holding these beauties off 
at arms length to admire. This raises 
a question: Is my reaction uncom- 
mon? Or is it common? The thought 
is not far fetched. It has been claimed 
quite often that many truly beautiful 
women are lonely because their beauty 
is so striking they seem unapproach- 
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a column on house publications 


by James McAdam 


able. Is it possible that a publication, 
too, can be so striking, so impressive 
that readers become blind to its copy, 
its message?” 

About a month after writing this, 
I decided to write to Leo P. Bott Jr.. 
who writes and mails a newsletter 
called “Bott-Shots” as promotion for 
his agency. | consider “Bott-Shots” 
far from beautiful in appearance. It’s 
comprised of a single, mimeographed 
810” by 11” page. It appears crowded 
to me. Furthermore, Leo goes in for 
what I would call rather heavy use 
of asterisks, underlining, capitaliza- 
tion—a copy condition | don’t par- 
ticularly care for. In short, from an 
appearance standpoint, “Bott-Shots” 
is not my particular cup of tea. But 
here’s the joker in the situation: While 
I rarely read the voluptuous volumes 
that reach my desk, I never fail to 
read and enjoy “Bott-Shots.” 

Knowing that “Bott-Shots” was en- 
joyed by readers and had done an 
excellent job for Leo for ten years, 
I was also quite certain that the ap- 
pearance of this was quite 
deliberate. And if the policy was de- 
liberate, | was sure Leo had sound 
reasons, reasons that might have 
something to do with the questions 
of whether or not a publication could 
be too impressive in appearance. So 
I wrote Leo, and here is his answer: 

“Thank-Q, Mr. McAdam, for your 
very nice letter of April 25th. | am 
glad to furnish information about our 
BOTT-SHOTTS (note the spelling). 
These have been published now for 
ten years, and I have never received 
a single criticism as to the format, 
nor had to explain why they were 
not more elaborate. So, frankly, I’ve 
never been told that the appearance 
to quote 


piece 


leaves much to be desired 
you. 

“I purposely publish the BOTT- 
SHOTTS in mimeographed form for 
several reasons, i.e., immediate read- 
ing: to show that house organs need 
not be elaborate or expensive ; and 
because of cost. I mail nearly 2,000 
each month, and even that small quan- 
tity runs into money. 

“I receive numerous house organs 
and newsletters each month, some of 
which are quite elaborate, but which 
are put aside for later reading. Some- 
times they accumulate, and right now 


I find myself reading some that are 
dated as far back as 1951—simply 
because they were not inviting — in 
spite of the fact they were beavtifully 
printed. 

“Some recipients of the BOTT- 
SHOTTS state they read them the 
moment they come in, even ahead of 
their regular mail. They won't do any 
good stuck in a stack somewhere on 
a desk for later or future reading. So 
the format is deliberate. 


Comments A Foot Deep 


“It might interest you to know that 
I have a collection of comments and 
reproductions of items that is about 
twelve inches high. Out of that group, 
I believe, I have only four or five 
criticisms, two or three of which were 
kidding me, but only one or two 
smart-aleck comments. 

“On the other hand, I have had 
even my ex-boss suggest that I charge, 
and he wanted to be the first paid 
subscriber. Some of the items are re- 
produced by local columnists and in 
various publications. So I believe the 
style and make-up are proving effec- 
tive. 

“Yes, I have procured actual busi- 
ness as a result of BOTT-SHOTTS 

not a lot of accounts, of course, 
but some . .. and I believe one could 
be definitely traced to them. In fact, 
that one has asked me to put “Bottism’ 
in his letters. | am now reproducing 
an article which appeared in PRINT- 
ER’S INK on March 3rd. It concerned 
external house organs, but like other 
PRINTER’S INK articles, it played 
up the big advertisers and neglected 
the small ones. This mailing piece 
will feature the fact that house organs 
need not be expensive nor elaborate, 
and may be kept simple and inexpen- 
sive forms. After all, our clientele 
consists largely of small advertisers. 
I'll send you a copy of the circular 
when it comes off the press. 

“You have asked about my edi- 
torial philosophy. While the purpose 
of BOTT-SHOTTS is to advertise our 
agency in a regular and comparatively 
inexpensive way, I strive to make it 
helpful to the readers. You will note 
in some of the enclosed copies that 
while our name is mentioned, and 
there is usually one small item about 
what we have done, it is written to 
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MAIL ORDER BUYERS OF LUXURY GIFTS 


Mostly professional people, execs and self-employed 
Almost ali at home addresses. Largest percentage 
Gre morried and repeat orders alternate between 
husbend and wife. List used profitably by Mage- 
zines, Fund Raisers, Cheese & Fruit, Book & Record 
offers. Now also available to competitors. Write for 
latest information and sample catalog 


LESLIE CREATIONS, Lofoyette Hill, Pa. 


23,000 HIGH SCHOOLS — 
Names and addresses on addressograph plates. 
Available for addressing your direct-mail 
promotions. 
For complete details, write, wire or phone. . . . 
SPECIAL CORRESPONDENTS, INC. 
230 East Ohio Street 


Chicago 11, Illinois DElaware 7-1065 








Wwe represent hundreds of the finest 
mail order and compiled lists avail- 
able. Send us your mailing piece (or 
phone SPring 7-7460,) and we will 
recommend the best lists for YOUR 
needs FREE OF CHARGE. 


witt{ VA DDERN tne. 


215 PARK AVE. SOUTH e@ N. Y. 3, N. Y. 

















MULTIGRAPHING 


by Triplehead at CA gives you 2- 
color letterhead, 2-color body copy 


plus signature in another color . . . 
all for the price of printed letter- 
heads alone. For beautiful, quality 
samples and low cost, write or call: 





CIRCULATION ASSOCIATES 
226 W. 56th ST., N.Y. C. 
JU 6-3530 





cany can solve it— 
speedily, colorfully 
and economically. Our 


roll-fed printing and 

unique paper facili- 

ties, plus round-the- 

clock operation, easily 

meet your deadline and 

PROBLEM? budget requirements 
. 


Call Arthur Friedman 


CIMMICK MAILINGS 


CHickering 4-1000 
Exotic, unusual mailings 


CAREY PRESS 
CORP. 


406 W. 31 St., N.Y. 1 


of all types to tie-in with 
your special promotions. 





Free 24-page Catalog 


RCHAWAII 
Hore OF HAWAII, ie 


Branches 
© 469 £. Ohio St., Chicago 11 «Te 
o 24421 Narbonne Av. Lomita (LA), Ca 
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interest the readers, telling them things 
they may not have known, and usu- 
ally pertaining to advertising. It also 
includes an item or two which might 
prove to be of value to an executive 
ora clerk. 

“It usually includes an item about 
direct mail, a ‘Bottism,’ and a light 
touch. It is also timely. So I feel we 
have a very good readership. 

“Because of the limitations of space 
I reproduce certain features only now 
and then, such as odd-named post 
offices, contributions from 
suggestions for ‘must’ reading, worthy 
quotations, semantics, etc. 

‘The form is always on blue stock 
style, continuity and ready 
identification. It is now sent under 
third class mail, because | believe it 
gets read just as well as when it was 
sent under first class. 

“Incidently, we usually put a smil- 
ing face by one of the items, also for 
style. I formerly had smile keys on 
my typewriters and used a little smile 
in most letters, and quite effectively. 

“I hope this is the information re- 
quested. I’m sorry you believe the 
appearance leaves much to be desired, 
but feel it serves my purpose, and 
I get a quicker reading than if it were 
set in hand type of beautiful enameled 
stock.” 

There’s a lot of good thought in 
this letter. But two points are of the 
most interest to me: First, Leo Bott 
has proved through the effective use 
of “Bott-Shots” for ten years (his 
agency also produces similar news- 
letters for clients) that a company 
publication need not be elaborate or 
expensive. In short, you don’t have 
to keep up with the Jones. And in his 
defense of his own “Plain Jane,” but 
obviously reader - attractive publica- 
tion, Leo has advanced reasons why 
it is possible glamour publications 
can be so glamorous they cause a 
gleam in the eye but not even a glim- 
mer in the mind. I’m inclined to agree. 
\t least, it explains my own reaction. 

Two questions remain: How many 
other readers are affected the same 
way? And if there is a danger in 
making a publication too attractive, 
where is the point of no return? 
What's your opinion? e 


readers, 


for color, 


23% RESPONSE FOR IN- 
ACTIVE ACCOUNT LETTER 

\ large Midwestern department 
store has been using an effective letter 
to inactive account holders and has 
netted a 23% response. The letter is 
duplicated, and carefully filled in. 
Copy is as follows: 

You are being missed, and we've won- 
dered about you. 


Each month we are happy to prepare a 
NEW statement form for your individual 
account, so we can properly record your 


purchases and your payments. 

Now we discover you have not been using 
your account. 

Because we value so much your good will 


and your patronage, we are wondering 
WHY? Possibly you have been paying 
cash? Maybe you have lost or misplaced 
your - Charga-plate? 


Or, if you have been at fault in any way, 
won't you please tell us? Whatever the rea- 
son, we will appreciate it if you will only 
let us know on the enclosed card. No post- 
age is required. 

Since our inviting new assortments for 
Spring and Summer are now reaching their 
peak for you, your family, and your 
home ... we are looking forward to serving 
you again—soon and often. 

Whether you prefer to shop Downtown 
(where we have completely re-designed our 
famous Fashion Floor)—or Glendale—or 
any other of our stores, we want you to 
know that we are anxious to serve you again 
and again, in the best possible manner. 

Of the one in four cards returned, 
far less than 1% are dissatisfied with 
the store, and about 3% have died. 
However, the store has found a dis- 
tinct trend away from the regular 
charge account to a Budget Charge 
Account. As a result they are clearing 
the files of a large number of unused 
open accounts, addressograph plates, 
file cards, and the like. e 


A CRUEL PARADOX? 

What happens to a businessman 
when he is asked to make a speech at 
a marketing convention? From a 
normal, easy-going, conversational 
individual . . . he changes to a theat- 
rical and confusing gobbledygooker. 
Take this example from a recent con- 
vention speech opener: 


It is a paradox—a cruel paradox—that 
one of the very forces which make our 
dynamic economy unique in all the world 


should present a dilemma to management. 
Yet manufacturers of industrial products 
find that, when it comes to considering their 
investment in advertising, they have not 
just a simple little dilemma, but a three- 
ply whopper. 

Industrial advertisers have a specific in- 
dustry dilemma, where past history makes 
it difficult to become alert to the role of 
marketing; and the nature of present opera- 
tions make it difficult to be objective in 
measuring the return on investment in any 
kind of marketing, especially advertising. 

Then, to make things worse, they have 
the more widespread dilemma of what to 
do about the attitude of the public—includ- 
ing some otherwise businesslike business- 
men in other areas of the business, par- 
ticularly where the business has strong 
technical aspects. For this attitude ranges 
from boredom to skepticism, to downright 
hostility—and who wants to invest in that? 


And that is the trouble with a lot 
of letters written by big shot business- 
men. They forget to be natural and 
try to show off by using big words 
and unclear sentences. Perhaps they 


are only trying to impress their 
secretary. 
Our advice to letterwriters and 


speakers: Stop trying to be cute and 
important. Write or speak in simple, 
understandable language. e 
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EmPHASis on the 
wrong SyILABle 


Calypso singers make a career of 
doing it. So do many direct mail 
copywriters. 

\ letter just received is written 
to sell a book on office filing. Starts 
with the hand-lettered line, THIS AN- 
NOUNCEMENT . followed by “will 
be of interest to career-minded sec- 
retaries.” 

For further strengthening, change 
“will be of interest” which suggests 
something is going to happen, to “is 
of interest” which is something that 
is happening right now. 

Even better, SELWARB—Start Every 
Letter With A Reader Benefit. 

In this case the benefit could be 
FILING MADE EASIER or NOW, WHEN 
THE BOSS ASKS FOR SOMETHING FROM 
THE FILES YOU CAN FIND IT INSTANTLY! 

Another, from a company selling 
business reports, begins: THE EN- 
CLOSED REPORT. The first sentence of 
a letter is valuable. Here’s where you 
motivate a prospect—tell him what’s 
in it for him if he reads the rest 
of the letter. 

Unless you're a calypso singer, we 
suggest you SELWARB. 


For Dimensional 
Advertising Buffs 


Run, don’t dawdle, to the nearest 
book store. Plunk down a few bucks 
for REALITY IN ADVERTISING by Ros- 
ser Reeves. Turn to pages 44 and 45. 
Read them. You'll get your money’s 
worth. This book isn’t about direct 
mail at all. It’s about multi-million 
dollar campaigns to sell packaged 
goods. But, Reeves has articulated 
many of the basic tenets which we 
in direct mail know well and prac- 
tice continuously. Some of us, that is. 

But for gimmick users who use 
attention-attracting gadgets in lieu 
of a sales idea, the two pages sug- 
gested will be revealing. It might 
help change your mind about the use 
of attention-getters, gadgets, gim- 
micks (window dressing) as a sub- 
stitute for good, solid, sound “bene- 
fit” copy. 


is Your Mail Direct? 


Often we forget the DIRECT part 
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a monthly clinic 


conducted by Orville Reed 


of the term “direct mail advertising.” 
Too often the tone of the copy is 
that of the maker of a speech. It 
addresses an audience. Which good 
direct mail never does, 

Here’s an example—the lead sen- 
tence from a direct mail letter 
“Anyone with an eye to current 
trends is well aware that deep in- 
roads are being made into individual 
freedom of choice by our rapidly 
growing governmentalism, state wel- 
farism, socialism—call it what you 
will.” 

Here’s another example of talking 
at an audience instead of to an indi- 
vidual—a lead from an insurance 
letter: “The young family man has 
a bigger stake than ever before in 
Social Security. Recent changes in 
the law give improved protection to 
him and to his family.” Easy to 
make this paragraph talk to a pros- 
pect by the substitution of just a 
few words: “You, as a young family 
man, have a bigger stake than ever 
before in Social Security. Recent 
changes in the law give you and 
your family more protection.” 

Sometimes we forget the obvious. 
The one advantage of direct mail 
over other media is that whatever 
you send out goes to individuals 
each piece presumably is for the 
eyes of but one reader-prospect. So 
it’s natural you should talk directly 
to him—get him into the act and 
make him feel “Here’s a product 
that will be good for me—others 
have had experience with it—I can 
get these benefits, too—it’s the type 
of thing that exactly fits my needs.” 

When writing direct mail copy 
forget the unseen audience, the list 
of names—concentrate on writing it 
to one person. 

“But,” you say, “everybody in the 
business knows that.” Do they? Just 
read the direct mail that comes to 
your desk and see how few prac- 
tice it. 

The other side of the coin. Elliott 
Industries, Inc, starts its letter, “Take 
a desk—any desk in your office 
and on one corner of its top you can 
put an entire automatic addressing 
operation.” 


Arrow Service starts its letter, 


“Increase your sales while making 
collections.” 

Wall Street Journal says, “Com- 
pare its (WsJ) special front-page 
features alone, listed below, with 
Weekly Letter services costing much 
more.” Listed below are “The Out- 
look, Commodity Letter, Tax Report, 
Business Bulletin, Washington Wire 

complete business news daily, in- 
cluding special reports on how major 
business problems are being solved.” 


Webster Says 


Sometimes I think there should be 
a substitute for the word “advertis- 
ing” in the term describing our busi- 
ness of direct mail advertising. 

Let's take a look at the word. 
Webster says, “Advertising Any 
system of attracting public notice to 
an event to be attended, or the de- 
sirability of commercial products 
for sale.” 

Also from Webster: “Selling—To 
present a business or other proposal 
in such a way as to cause acceptance, 
adoption, or approval.” 

In your own words, advertising is 
to proclaim the fine qualities of a 
product or a service. Sell is to dis- 
pose of by sale. 

Direct Mail Adphorisms 
Tell a prospect what you want 
him to know—not just what you 
want him to believe. 

\ copywriter is a translator—he 
translates a mattress into a night's 
sleep, a cosmetic formula into a new 
boy friend. 

Build your proposition into the 
prospect's consciousness so he can 
use your arguments to justify his 
decision to buy, 

SELWARB. 


Say What You Mean 


Making your meaning crystal clear 
is a must in direct mail writing. 
Often a reader will read into your 
copy something you haven’t said, un- 
less you are careful to make every 
sentence clear. 

Much of today’s humor is based 
on misunderstanding or faulty in- 
terpretation on the part of a listener 





LABELING 


by Cheshire machine and hand 
Dick Strip at CA speeds up vol- 
ume mailings while cutting down 
their cost. For prompt, precision 
labeling of publications, catalogs, 
tabloids, as well as envelopes, 
write or call: 





CIRCULATION ASSOCIATES 
226 W. 56th ST., N.Y.C. 
JU 6-3530 





CASE HISTORIES 








Good ideas burst at the darndest 
times .. . like at 3 AM on a stormy 
night, while shaving, or while driv- 
ing on the thruway, romping with 
the dog, or when reading how 
someone else has solved a sales 
problem in an unusual way, via 
direct mail. 

Knowing this, Adventures in Sell- 
ing was born to help creative peo- 
ple build a store-house of selling 
ideas, direct mail ideas. Adven- 
tures in Selling is a series of case 
histories. Each case history is con- 
tained in its own handsome 8%4" x 
11%” portfolio. You see how the 
campaign creator solved the prob- 
lem of lists, of format, or arriving 
at the selling idea. Special inserts 
illustrate the mailing pieces. In- 
cluded in most portfolios is a sam- 
ple of one of the mailing pieces 
This interesting series provides a 
look-see into a wide variety of 
businesses. While your particular 
line of business may not be one of 
the studies, you will benefit by 
studying the various ways others 
have developed leads for salesmen, 
or used direct mail for pure adver- 
tising or for building store traffic, 
or securing actual orders by mail. 
If you are skillful in projecting 
ideas into your own selling situa- 
tion, you will find this Adventures 
in Selling series worth hundreds of 
dollars. The 1961 series of 12 port- 
folios is now in preparation. Port- 
folios #13, 14, 15 and 16 are now 
available. Portfolios #17-#24 will 
be completed and mailed before 
the end of this year. Sign up for 
the whole series. Each case history 
sells for $1.00 per copy, but you 
save $3.00 by ordering all 12 
studies through this advertisement 
Tell us to ship the 4 studies now 
ready. We will send them by return 
mail with a bill for $9.00 The re- 
maining 8 portfolios will arrive on 
your desk as published throughout 
the remainder of the year. 
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or reader. 
For instance: 
Motel Clerk: 
room if you don’t mind sharing 
it with a_ red-headed school 
teacher.” 
Guest: “Well, if that’s the way 
it’s got to be, I'll go along. But I'm 
a married man.” 
Clerk: “So is he.” e 


AIA TO SPONSOR 
INDUSTRIAL AD 
TRAINING COURSE 


The Association of Industrial Ad- 
vertisers is readying a training pro- 
gram on industrial advertising, to 
be widely offered to enrollees in the 
U. S. and Canada. The course will 
be administered by mail and at 
round-table meetings. It is, says the 
association, the first industrial ad- 
vertising training ever to be broadly 


“I can give you a 


presented, 

Sidney Edlund, New York manage- 
ment counsellor, will conduct the 
program for AIA. He heads Sidney 
Edlund Associates, New York, which 
specializes in marketing counselling 
and training programs. Prospectuses 
on the course are being sent to both 
members and non-members of the 
association. 

According to John C. Freeman, 
AIA president, the program has two 
aims. “One will be on the practical 
level. Both by written discussion 
material, and in face-to-face meet- 
ings, participants will discuss prob- 
lems currently affecting their work. 

“The course will have another 
aim. With Sidney Edlund’s help, we 
will help the industrial advertising 
manager improve his management 
skills, and raise his sights. He will 
be concerned with company growth, 
and total company effectiveness. It is 
no secret that industrial advertising 
men do not, in many companies, 
share in basic marketing decisions. 
The second aim of this course will 
be to equip them more fully for this 
profit role.” 

The course will run for eight 
months, from October to May. Each 
month will have a different topic. 
The topics being developed include 
administration, advertising plan, 
budget, media selection, sales pro- 
motion, related methods. 

Participants will receive a discus- 
sion kit on the month’s topic, with 
a blank column, in which they will 
make notes, comments, or list their 
own experience. These will then be 
returned to Mr. Edlund, edited, and 
sent in an enlarged packet to par- 
ticipants. At three-month intervals, 
for a total of three times, they will 


gather in small section meetings, on 
a regional basis, to further develop 
and discuss the material, 

The AIA expects that a text on 
industrial advertising will finally 
result out of the course, and this will 
later be published, for general use 
in classrooms and in_ in-industry 
training. 

The original discussion material 
which the participants will receive 
each month will be researched and 
developed by Dr. Arthur Mitchell, 
an associate of Mr. Edlund who has 
been an assistant professor in eco- 
nomics, and is a researcher on busi- 
ness topics. 

The course which Mr. Edlund will 
conduct for AIA receives some im- 
petus from a similar program which 
he conducted for the National Amer- 
ican Wholesale Lumber Association, 
in which printed materials, revisions 
and additions by participants, re- 
gional roundtables, and an eventual 
textbook resulted. The course enjoyed 
wide success, and is being repeated 
on a more fully pre-packaged basis 
by the lumbermen this year. e 


BRAIN TEASER 

How logical are you? Test your 
Aristotelian talents on this puzzler 
picked up from Standard Time, house 
magazine of Standard Envelope Corp. 
of Cleveland, Ohio. 

There is a mythical island inhab- 
ited by two tribes of natives—blue 
men and green men. Other than their 
color difference, there was one other 
major difference between them. The 
blues always told the truth and the 
greens always lied. 

One day a ship-wrecked sailor was 
paddling to the island. A fog en- 
veloped the area that day, but he 
could make out the shoreline and the 
figures of three men standing there. 

He called, “What color are you? 
The first man’s answer was lost in 
the sound of the surf. 

The second man said, “He says he 
is blue, and he is. I am blue, also.” 

The third man said, “They are 
both lying. They are green and I am 
blue.” 

What color is each man? 

\ hint: This is not a “trick.” The 
solution can be reached through logi- 


cal reasoning. Answer on page 28. 


The door that led to the freezer in a 
frozen food locker plant was always being 
left open in spite of signs reading “Please 
Close,” “Shut Door,” and so forth. 

But the door remained tightly closed 
after the owner posted the sign: “Slam it 
Dam it!” 

—From: Prints of Paris, published by 

Paris Printing Company, Oak at 22nd 

Street,, Kansas City 8, Mo. 
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I AM ALL IN FAVOR of “institutional” 

direct mail—the kind of letter, 
for example, that seeks to make a 
friend of the reader, that does not 
expect him to reach for an order 
form the moment he reads the last 
line. Not too many firms are willing 
to use such mail because results are 
long-pull. Yet these same firms will 
buy magazine and newspaper space 
with no expectation of immediately 
traceable results. 

But institutional mail should not 
be so devoid of sales push Or so lack- 
ing in strength of impression that the 
reader cannot remember the name 
of the sender 30 minutes later. If 
your letter could serve equally well 
for any of two dozen different prod- 
ucts or services just by changing a 
few words, it is a letter not worth 
using. 

The Rayner Lithographing letter 


mu ill 


RAYNER LITHOGRAPHING CO. 


RAYNER LITHOGRAPHING 


LOjel-se-Vobbet= 
| BT) rif —) at OF 0) onva 


by Paul Bringe 


is a good example. It mentions print- 
ing three times in the third para- 
graph, Read it and substitute the 
word “bakery,” “photography,” 
“welding,” or “metal stamping.” The 
letter would serve just as well. There 
is not a word in the letter or the 
accompanying ad reprint that could 
not be said with equal conviction 
by hundreds of printers, or bakers, 
or welders. 

It is not specific. It uses the Stradi- 
varius idea of quality but never re- 
lates it to a particular job or accom- 
plishment of the writer. Most people 
think in generalities most of the time 
because such thinking seldom leads 
to action. This fits in nicely with 
our normal desire to do nothing un- 


must come first. 

Printing can best be sold by sam- 
ple—samples of the kind of work the 
reader might use. This could be 
fancy four color jobs or it might 
be simple black and white. The un- 
usual features of the job (and if there 
are none it should not be used) 
should be carefully explained to the 
reader. He should be told enough 
about it to see himself in the picture, 
to suggest how he might profit with 
similar printing. 

The Stradivarius lead is a good 
one. I used it myself three years ago 
and no doubt it has been used many 
thousands of times in the past 300 
years to establish the idea of quality. 
Instead of attempting to rewrite the 


less prodded. The purpose of direct Rayner letter, the Kaylock letter will 
mail and all advertising is to stimu- serve as an example of what might 
late action or ideas leading to action. be done with the Stradivarius idea 
And, of course, the needling ideas in an institutional letter. You'll see 
! MT 
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Dear Mr. Brown: 


About 300 years ago there was a violin maker in Italy 
turning out such excellent instruments he soon had many 
pleased customers - and a host of imitators. 


This did not bother Stradivarius. He was always improving 
his product. His latest violin was the very best while 
substitutes were good copies of what he thought was best 
five years before. 


That's the way we think about light weight nuts for 
aircraft. 


When Kaylock offered the Ellipse design all metal lock 
nut in 1951, its value to the airframe industry was 
recognized at once. 90% of all airframe locknuts today 
use the patented Kaylock Ellipse design principle. 


Yet 1951 “modern” lock nuts won't satisfy 1958 needs for 
superior stress resistance, light welght and reliability. 
So Kaylock goes right on improving the original. 


The Kaylock nut you use today is still based on the 
revolutionary Ellipse design. But the similarity stops 
there. Today's nut is stronger, quality control is 
more exacting - it shows all the advantages of Kaylock 
leadership and proved Kaylock reliability. 


That's why the Kaylock light weight lock nut is the 
overwhelming favorite in the airframe industry today. 
You can be sure we will never think last year's lock 
nut is the answer to today's fastener problems. 


And how about those special lock nut problems? Have 
you any right now? If you want to be ahead of the 
parade on lock mut improvements call or write us at 
once. We'll work hard and fast to come up with the 
right answers. 


Sincerely, 


eevreds? P Rin Tene 








“Instantaneous Appeal” 


Make the “approach” of your 
advertising inviting exciting; 
impeliing — selling, We Can! 


“Chat Fellow Bott oO < 


m Leo P. Bott, Jr, 64 E. Jackson, Chicago 














AND/OR 
Addressing — and or 
Mailing — and or 
Reproduction — short or long run 
NO “and/or” — service is good, price 
is always fair. 


ATLAS LETTER SERVICE 
524 S. Spring, Los Angeles 13 


COPYWRITING STUDIO 
Confidential Work 


Add 26 copy experts to 
your stoff—but nol to 
your poyrell—get a 
top creative team for a 
Persuasive Communication 
any kind — any medium 


MA 4-518) 











FREE LANCE 
LIST COMPILER 
with access to all latest directories etc. 
wilt compile to your order 100% accu- 
rate lists of any business or profession, 
geographical breakdown. Fees mod- 
erate .. . service tops. 
JOSEPH GOLDSMITH 
19 West 34th St. New York 1, N. Y. 


EMBOSSING 


Plastic credit and identification 
cards (plus mailing them) is one of 
CA‘s many production services. For 
@ free folder describing CA’s card 
embossing efficiency, accuracy, 
speed and economy, write or call: 





CIRCULATION ASSOCIATES 
226 W. 56th ST., N.Y.C. 
JU 6-3530 


MAIL ORDER DROP-SHIP BROCHURE 


Contains 72 luxury gifts that may be drop-shipped 
under your label. The same method used by Jack & 
Mary Leslie since 1954 in building their own suc- 
cessful Mail Order Business. If you have a good 
mailing list, write for details and Free Sample 
Brochure. 


MAIL ORDER METHODS 
_ (Div. of Leslie Creations) Lafayette Hill 12, Pa. 


Stock Photos 
Send for free illustrated leaf let. 
vou.4 
. J 
The Picture File 
8226 SANTA MONICA BLVD 
HOLLYWOOD 46 « OL 4-8277 


EVERY STYLE 


/ f 
in oun Film Lettering Library 


Order name from 
SOE | soeciontn'ts 


PER WORD sm” recei of 25« 
uA " Tilia) 4 mila Leet 


FLEXO-LETTERING CO., INC. 
305 £. 46 ST. e N.Y. 17 © PL 3-4943 





DIRECT MAIL 
BRIEFS FROM BRINGE 

lf you are not reading this monthly 
newsletter there is still hope in your 
future. You can look forward to finding 
that elusive idea to make your next 
mailing a success. 

Doesn't cost $24, $12 or even $6. “It's 
FREE” Of course with each issue you 
get a small measure of propaganda, 
gently conveyed, intended to convince 
you that Paul Bringe writes good letters 
and can help you with your direct mail. 
Write today. 


Paul J. Bringe, Inc. 
First Not. Bank Bidg., Hartford, Wis. 

















FULL Toit din $58 


Printed in full living color on invisibly-gummed kromekote 
from your color transparency or art. 
Send for free MINIPIX brochure and samples. 


the taylor-merchant corporation 
48 west 48th street, new york 36, n. y. « Plaza 7-7700 


COLOR 
STAMPS 


complete 
including up to 50 words of copy 








TYPE 
TYPE 
Type 
Type 
Type . 


TYPE 





for all your Direct Mail needs: 
for text, display and ornamental use 


in hand or machine composition 


in metal or quality reproduction proofs 


in sorts—by the letter, line or pound— 
or in fonts for set-it-yourself use 


over 280 fine type faces in more than 1800 size 
fonts...plus 422 different Strip Rules, 
Decorative Borders and Full Face Rules. 


For finest, fastest service, send your next type job to 


LOS ANGELES TYPE FOUNDERS, INC. 
225 EAST PICO BLVD. * LOS ANGELES 15, CALIF. ¢ Ricumonp 9-2248 








the Kaylock letter does not lose it- 
self in vague generalities, that it ties 
the mailer’s product to Stradivarius 
the man rather than Stradivarius the 
symbol. 

It tells about the product, who 
uses it, why it is better and then 
suggests that the skill responsible for 
this outstanding product is available 
to the reader. Of course, it won't 
produce immediate orders but com- 
bined with more letters that tell all 
about the mailer’s product it will 
produce an interested welcome for 
the salesman who will arrive in due 
time. 

Institutional mail is fine. Let’s 
have more of it. But a little more 
of this-is-how-our-product-can-benefit- 
you talk will make better salesmen 
of your goodwill ambassadors. 


EXPLANATION OF 
A PRODUCTION 


On page 16 of the March Issue of 
Direct Mail Reporter, we mentioned 
the beautiful catalog or brochure 
issued by The Baylor School, Chatta- 
nooga 1, Tennessee. We wondered 
how the cost of production, typog- 
raphy, illustrations could be justified. 

We have received an interesting 
explanation from Humphrey B. Hey- 
wood, Business Manager. Part of his 
letter reads as follows: 


This bulletin was prepared first in 1935. 
It has been altered from time to time and 
as new buildings have been constructed 
rearrangements have been made in the 
presentation. We print approximately 2,000 
each year and the cost for this past year 
was $2300. 

We can afford this publication primarily 
because it is our main means of interest- 
ing new students, and we have had a 
capacity enrollment since 1935. Our charges 
are $1800.00 plus extras for clothes, books, 
fees, etc., so in reality this promotion piece 
contributes considerably to the production 
of approximately $350,00.00 in annual tui- 
tion revenue.* 


SOLUTION TO 
BRAIN TEASER 


The first two men are blue. The third 
man is green. 

The key to the problem lies in the first 
man’s unintelligible answer. If the man 
were green, he would lie and say he were 
blue. If he were blue and would tell the 
truth and say he were blue. Therefore, 
no matter which color the first man is he 
will say “blue”. 

The second man, by saying that he says 
he is blue has to be telling the truth since 
we established that the first man had to say 
blue. Therefore Number Two is telling the 
truth—he and Number One are both blue— 
and Number Three is a liar, and green. 
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I’ YOU ARE CONFUSED over the Post- 
age Rate shenanigans . . . you are 
not alone in the confusion, Last 
month it seemed certain that the rate 
issue was dead for this session of 
Congress. The House Postal Affairs 
Committee by a close vote tabled the 
Summerfield created HR 6418. 

But . . . within a short time the 
same Committee voted to reconsider. 
Thereupon the Post Office Department 
dropped into the hopper a brand new 
bill . . . this one labeled HR 7927. 

This time, public service functions 
of P.O.D. are acknowledged. The pro- 
posed bill sets a figure of $235 mil- 
lion dollars which P.O.D. should 
receive out of appropriations for the 
public services it performs for free 
or for less than cost. Many people 
(including Congressmen) think the 
figure would be more accurate if set 
at $500 million or around 5% of total 
cost of operating department. 

The new bill still asks 5¢ for first 
class letters, 4¢ for the poor old post 
card and 8¢ per ounce for airmail. 
The “compromise” bill calls for a 3¢ 
per piece minimum bulk rate for third 
class to be effective January 1, 1962. 
Single piece third would go up to 4¢ 
for first 2 ounces. Each additional 
ounce |! 2¢. 

It is not a happy “compromise” for 
direct mail users. The committee met 
on July 13th and questioned Post- 
master General Day at some length. 
A second meeting was held on July 
20th at which time the committee de- 
ferred action on the proposed bill 
until August 17th. 

What will happen 
guess. Just watch your local papers. 
Even if the House Committee ap- 
proves the new version, it still has 
to be acted upon by the House; 
then referred to the Senate; hearings 
must be held; if approved by Com- 
mittee, must be passed by full Senate. 
A considerable number of hurdles. If 
you do not have a schedule of all the 
proposed new rates .. . you should 
get the prepared charts from DMAA, 
MASA, ATCMU or any of the other 


Associations concerned with postage 


is any body’s 


rates. 
The trouble with the whole prob- 
lem of postage rates lies in that vi- 
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cious word “deficit.” Everybody talks 
deficit, deficit, deficit. Government 
officials, Congressmen, newspaper edi- 
tors and columnists talk constantly of 
deficit. They are hipped on the word 
... for the Post Office alone. 

You never hear the word deficit 
applying to Defense Department or 
to Labor, Agriculture, Interior, ete. 
Departments. The proper word for 
the Post Office is GAP . . . the gap 
between income for commercial serv- 
ices and total cost of running the 
mammoth department. The GAP rep- 
resents in large part .. . the free and 
subsidized services. (Right now the 
P.O.D. is cooperating with the Bu- 
reau of Wild Life in conducting a 
national survey to determine the kill 
of migratory water fowl. Should 
third class mailers be forced to pay 
for such matters?) In your contacts 
with Congressmen and just plain citi- 
zens, stress that word GAP instead of 
deficit. It may change a lot of loose 
thinking. 

7 ~ aa 


The Mail Early Campaign (which 
really dates back to the 1920's) is be- 
ing promoted diligently by the new 
postal administration. Concurrent 
meetings in 300 cities seems to have 
evoked a favorable response from 
large users of the mail, and not just 
third-class bulk mailers. PMG Day, at 
a press conference in New York, an- 
nounced that many big mailers in- 
cluding the New York Telephone 
Company and Equitable Life Insur- 
ance would cooperate by mailing bills, 
premiums notices, etc. at low volume 
periods during the day. 


* * * 


An innocuous four-line notice in 
the June 22nd Postal Bulletin reveals 
that Jesse M. Donaldson Jr. was ap- 
pointed Postal Inspector in Charge, 
Kansas City, Mo., effective June 10, 
1961. The story could have been made 
more interesting by commenting that 
Jr. is following in his father’s foot- 
steps. Sr. Donaldson was PMG during 
the Truman administration. 


et ae * 
As you know, the cnnual bulk 


mailing permit fee is restricted to 
your own Post Office. When you rent 





Direct Mail 
Suppliers... 


Offset duplicator, paper, 

ink and other graphic arts 
suppliers serving the commercial 
direct mail industry can 

give their sales staffs an extra 
four days off in October . . . 

and mark up more sales. 


HOW? By signing up for the 
40th annual Mail Advertising 
Service Association Convention 
& Exhibits 


WHY? Because their best 
customers . . . owners, production 
supervisors and creative 

staffers of direct mail shops 

... are coming to them... 


At the Statler-Hilton Hotel 
in New York City, October 6-9 


Reserve exhibit space now by 
contacting: 


MASA Exhibits 
622 Fifth Street, N.W. 
Washington 1, D. C. 
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WORKING 
MINIATURES! 
: ie (Uk 


2 types: MOVABLE and 
ONE PIECE miniatures, 
in bright or gilt finishes 


NEW TOOL KIT 


5 gilt-finish tools in red 
vinyl! roll. Shipped as- 
sembled. Can be imprinted. 


Write, wire, phone TODAY for samples 
& prices on GRC metal miniatures. 


World's Foremost Producer of Small Die Castings 


11 Second Street, New Rochelle, New York 
Phone: NEw Rochelle 3-8600 








INSERTING 


dealer sales aids, gimmicks, som- 
ples, press materials and other 
bulky pieces not practical for ma- 
chines is easy and economical at 
CA. For low-cost, fast hand in- 
serting of any odd-size pieces write 
or call: 


CIRCULATION ASSOCIATES 


226 W. 56th ST., N.Y. C. 
JU 6-3530 








CASE HISTORIES 








current 
Selling 


Send for description of 
series of Adventures in 
portfolios (#13-24). 


These A/S studies describe and il- 
lustrate 12 outstanding direct mail 
campaigns. A must for creative 
people who can put a good idea to 
work when they see one. 





THE REPORTER OF DIRECT 
MAIL ADVERTISING, 226 
Seventh Street, Garden City, L. L, 
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YOU'LL FEEL LIKE A 


KING win YOUR 
“BENNY!” 





Your advertising may win a 
“Benny” —the “Oscar” of the Print- 
ing Industry. Nine “Bennies” and 
three $1000 cash awards will go to 
winners in the P.1.A. Self-Advertis- 





ing Competition. Contest closes | 


September 15, 1961. = 
6 RE EE em 


Write for rules and entry blanks! 
PRINTING INDUSTRY OF AMERICA, INC. 


5728 Connecticut Ave., N. W. 
Washington 15, 0. C. 
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a list, and the owner insists on mail- 
ing from his own city, you will have 
to pay another permit fee for each 
additional mailing point. It is now 
being suggested that you side-step 
payment of the additional fee and 
mail at the regular third class rates. 
If your envelopes for out-of-town 
mailing already bear a printed bulk 
mail indicia . . . just affix a 3¢ stamp 
over the indicia. 


* aa . 


This is a ticklish subject and only 
applies to big city mailings. At vari- 
ous times in the past, some large 
mailers have felt that it was necessary 
to pay a voluntary or forced tribute 
to postal employees . . . in order to 
get speedy handling of the mail. At 
a recent meeting between mailers and 
postal officials, the subject was dis- 
cussed at length. Postal officials 
frowned on the practice of gratuities 
to postal employees. If at any time 
you, or someone in your organiza- 
tion, receives such a request or sug- 
gestion the matter should be 
reported immediately to the Post- 
master’s office. e 


HINTS ON CATALOG 
PREPARATION 


L. P. Russon, manager of 
Vonnegut Hardware Company, India- 
napolis, writing in the June issue of 
The Hoosier Purchasor, reports a few 
don'ts on catalog preparation based 
on his experience with buyers. 

“. . . Here are a few ‘things you 
didn’t know ‘til now’ concerning some 
industrial buyers’ opinions about our 
catalogs. They aren't particularly in- 
trigued by our use of color in them; 
smaller plants are particularly in- 
sistent that prices be included; that 
we show plainly which items are regu- 
larly carried in local stocks and which 
must be specially ordered; that our 
index to individual items be placed 
up front; and that our catalogs should 
not be cluttered up with pictures of 
the big boss, his seven sons, the plant 
as it looked 45 years ago, and a late 
afternoon view of the master’s own 
homestead. 

“. .. The average general line firm 
between 20,000 and 30,000 
items in stock and our buyer-custom- 
ers insist on full descriptions of our 
products rather than a mere listing 
of specifications. No wonder, then, 
that our catalogs must run to some 
length —all in the name of better 
service.” 

Later, talking about list mainte- 
nance, Mr. Russon commented: 
“Direct mail lists, therefore, are 
maintained by us with an accuracy 
and fervor that borders on religion. 
We are everlastingly checking through 


sales 


Carries 


them, looking for the ‘new face’ we 
now must list, or the title change, or 
the job shift that takes a buyer from 
one of the company’s plants to an- 
other, or to a different department 
where he still buys or influences pur- 
chases. Just to cite one important 
figure, 56% of the buyers who made 
purchasing decisions about our prod- 
ucts in 1958 are today in different 
jobs or in different locations.” 

Full text of this article — entitled 
“How Distributors Sell Buyers With 
Modern Marketing Methods” — ap- 
pears in the June Hoosier Purchasor, 
with publishing offices at 2625 N. 
Meridian St., Indianapolis 7, Ind. e 


ANOTHER VIEW FROM 
THE LETTERBOX 


Tom Connelly of the Connelly Or- 
ganization spotted the following letter 
to the Editor in a recent issue of the 
New York Times. Thought we (and 
you) would be interested in reading 
Times reader’s views on third 
class mail—a view that we hope 
would be more widespread among the 
populace. 

I wonder why people make such a fuss 
over receiving bulk, or trash, mail. My daily 
take is easily disposed of in less than a 
minute, even when some item engages my 
attention momentarily. 

It’s the first-class mail that carries the 
bad news: the tax bills, the draft notices, 
the pleas for financial support of worthy 
causes for which I have sympathy but no 
money. 

It is common knowledge that letter writ- 
ing for pleasure is a lost art, and it then 
follows that such letters as do get written 
are products of some extreme situation. I 
wonder, consequently, why my feelings in 
the matter are not more the rule than the 
exception, these feelings being uneasiness at 
finding some first-class item among the book 
clubs, the record clubs, the dignified-home- 
occupation-for-profit-and-pleasure clubs, the 
complete-your-education-at-home clubs, and 
so on. 

Not only has trash mail done nothing, as 
nominally first-class mail has all too often, 
to affect adversely the pigmentation of my 
hair, it is a positive and valuable use that 
has never, to my knowledge, been hereto- 
fore noted publicly: it informs one, in the 
absence of more artstocratic, and more un- 
settling, evidence in the form of first-class 
items, that the postman has come by.” e 
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“I'm going to explain all this to you 
only once, so listen carefully ...!” 
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Convention Round-Up 
Reveals Many New 


Program Features 

New York—A round-up of pro- 
gram features being planned for 
DMAA’s 44th Annual Convention 
(Statler-Hilton Hotel, October 10-13) 
reveals these highlights: 

e An opening “fanfare panel,” to 
replace the conventional keynote ad- 
dress. Leading the discussion will be 
William R. Hesse, president of Ben- 
ton & Bowles; Prof. William Porter 
of the School of Journalism, U. of 
lowa, and Dr. George Katona, direc- 
tor of the Economic Behavior Pro- 
gram of the Survey Research Center, 
Ann Arbor. 

e An exciting International ses- 
sion, featuring leaders of the direct 
mail industry from Canada, Belgium, 
Japan and South Africa, including 
Vic Baker, Fernand Hourez, Shoji 
Engetsu and Jock Falkson, respec- 
tively. 

° \ special 
panel, “New De- 
sign Techniques 
for Direct Mail,” 
in which a group 
of the country’s 
leading art direc- 
tors will partici- 
pate. In this 
group will be 

Ermoyan Suren Ermoyan, 
BBDO: George Lois, Papert, Koenig 
& Lois: Lou Dorfsman, CBS, and 
several others. 

e A complete 
highly successful marketing story of 
the Bell & Howell Co., presented by 
the firm’s vice president for market- 
ing, Carl Schreyer. 
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Top Stars of Entertainment World 
Will Stage Special Convention Show 


New York — Top entertainers of 
national reputation will feature the 
gala “Night of Fun” revue, a specially 
created program that will be pre- 
sented on Thursday evening, October 
12, as part of DMAA’s 44th Annual 
Convention. 

Among those who will provide the 
fun and frolic are comedian Alan 
King, singer Trude Adams, the June 
Taylor Dancers and the Ray Bloch 
dance band. 

Charles Dickson, executive vice 
president of the Bloch organization, is 
in charge of producing the big show. 
The Ray Bloch band will not only 


provide the musical background for 


the performances, but will also fur- 
nish the tunes to which DMAAers and 
their partners will dance, following 
the show itself. 

Alan King is well known both here 
and overseas to television viewers and 
theatre-goers. In the U. S., he has 
made appearances with Garry Moore, 
Perry Como and Ed Sullivan. 


Conventioneers’ Ladies Will Get to Know 
All There Is to Know About New York 


New York A Hawaiian Luau 
luncheon, a gala boat trip around 
Manhattan Island, a visit to the U.N.., 
and a trip through the National De- 
sign Center are among the treats 
being planned for DMAA wives by 
Phyllis Sawdon, Chairman of Wives 
Entertainment, and her committee in 
connection with the Convention. 

On Wednesday, October Ll, follow- 
ing a get-acquainted breakfast, a trip 
to the U.N. and a guided tour through 
the National Design Center, the ladies 
will enjoy a Hawaiian luncheon at the 
Luau 400 Restaurant, with musical 
entertainment, table favors and door 
prizes. 

Thursday’s program includes a boat 
trip around Manhattan, a showing of 
the latest Fall fashions, prizes and en- 
tertainment during luncheon at famed 
Leone’s Italian Restaurant. 

Friday morning is open for shop- 
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ping and personal visits, while at noon 
the ladies will join in for the closing 
Buffet Luncheon. 


Trude Adams’ sparkling showman- 
ship and unusual range of singing 
style came to the fore when she ap- 
peared with Phil Silvers at the Riviera 
in Las Vegas. 

The 16 pretty girls who make up 
the June Taylor Dancers are familiar 
to most television viewers, having ap- 


» 

King Adams 
peared with notable success on pro- 
grams with Ed Sullivan, Jackie Glea- 
son and many others. 


Calendar of Events 
SEPTEMBER 
21-22 New York, N. Y. Direct Mail 
Training Institute, Summit Hotel. 
OCTOBER 
10-13 New York, N. Y. — 44th Annual 
DMAA Convention, Statler-Hilton 
Hotel. 
NOVEMBER 
10 Atlanta, Ga. — Direct Mail Day, 
Dinkler Hotel. 
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SIXTEEN PRETTY GIRLS make up the exciting roster of the June Taylor Dancers who will take 
part in the gala entertainment program that will be staged during the 44th Annual 
Convention. 





Classified Advertising 


Rates $2.00 per line $1.50 Situation/Help Wanted Minimum 4 lines 








ADDRESSING ELLIOTT 


ELLIOTT addressing equipment, 4x4 stencil; 


automatic form addresser; 3-head strip ad- 


dresser with expirator; stencil cutters, cabinets, 
etc. Write for complete list and description 
MILLER FREEMAN PUBLICATIONS, Attn: Chas 
C. Baake, Dir. of Cire., 500 Howard St., San 
Francisco 5 





ADDRESSING PLATES 


Scriptomatic masters composed. Lowest cost 
highest quality; 100% accuracy. 10,000 or 
1,000,000. Fast service. Only approved Scripto- 
matic materials used. References. Economail 
Corp., 105 N. Laramie Ave., Chicago 44, Ill. 
Columbus 1-5667. 


SPEEDAUMAT—Embossed. Guaranteed 100% 
correct $35.00 per M. Fast delivery. The Ros- 
kam Co., 1905 West 43rd, Kansas City 3, 
Kans. TAlbot 2-1881. 


SPEEDAUMAT PLATES EMBOSSED 
FAST SERVICE 
with 
100% ACCURACY GUARANTEED 
only 
$30 per 1,000 
KIRBAN ASSOCIATES, Inc 
226 Hatboro Pike, Horsham, Penna 
OSborne 2-2040 





ADDRESSING SCRIPTOMATIC 





Scriptomatic Addressing on job or contract 
basis—cheaper than you can do it yourself. 
JEROME S. FINSTON 
Lynbrook, L.J., N.Y. 

LYnbrook 9-2705 


Scriptomatic Masters prepared — low cost — 
quality work — 100% correct. Typewriter 
addressing — practically “do-it-for-nothing” 
prices! Find out. The Roskam Co., 1905 West 
43rd, Kansas City, Konsas. TAlbot 2-188). 


LOWEST RATES for Scriptomatic addressing. 

Only $3 per M your list. Only $10 M our 

rentals, including 20,000 schools, other lists. 
T & F News, Box 296, Los Altos, Calif. 





ADVERTISING AGENCIES 





Pulling direct selling mail order advertising 
campaigns in newspapers, magazines, trade 
papers. Publishers’ rates. Counsel service. 
Martin Advertising Agency, 15 €. 40 St., 
Dept. 33A, N. Y. LE 2-4751. Est. 1923. 





ANTIQUE TYPE FOR OFFSET 


FOTO-FONTS NO. 4 — 16-page, 8x10! in. 
book contains 14 full fonts, including Tuscan 
Ornate, Ombree and Ouvtline, Arboret, Dres 
den, Crayonette, Jim Crow, Chisel, Rustic, etc 
Size range, 18 to 36 pt. Easy to set in precision 
alignment. Price complete, only $4.00 post- 
paid. Many other low-priced fonts and clip- 
art items available. Free literature. 
A. A. ARCHBOLD, Publisher 
Box 332-K Burbank, Calif. 
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BUSINESS OPPORTUNITIES 


Reputable, recognized land developer wants 
high calibre advertising firm willing to invest 
their time and money for mail order saies of 
Florida land ranging from lots to 5-acre tracts. 
Agency works on sales commission basis which 
provides maximum incentive. This is a tried and 
proven method, neighboring competitive deals 
have produced six figure agency profits. All 
land offered is high, dry and choice. Agency 
must have direct mail “know-how” and financial 
backing. Box #82, The Reporter of Direct Mail. 





EQUIPMENT FOR SALE 
Used Model #6341 Graphotype and Model 
#3300 PB single inserter. Both in excellent con- 
dition. Inserter only one year old. Contact B. 
Kessier, Otarion Listener Corp., Ossining, N. Y. 
Wilson 1-6700. 





EQUIPMENT WANTED 


WANTED: Automatic Graphotype #6700 and 
tape pertorator #7700. Late models in good 
condition. Wouid consider Flexowriter in place 
of tab perforator. Give full particulars inciud- 
ing serial numbers. Box #81. 

The Reporter of Direct Mail 


Double Multigraph 
Model 479 
GLOBE 
125 W. 24 St., New York 11, N. Y. 





MAILING LISTS 





Direct Mail Proven Buyers. Over 790,000 Alphe- 





MAILING LISTS WANTED 


WILL BUY MAIL ORDER GIFT LIST on plates. 
Outright purchase, not rental. Advise age, 
source, sex, quantity, average sale, % buyers 
& inquiries, last cleaning. Include sample cata- 
log. Box No. 83, The Reporter of Direct Mail. 





OCCUPANTS 


Occupant Coverage on labels west of Miss. 
Income and Dealer selection available. Market 
Compilation & Research Bureau, 10561 Chand- 
ler Blvd., North Hollywood, Calif. TR 7-5384 





SPEEDAUMAT ZINC PLATES 





New York's biggest and best embosser places 
47 Graphotypes and 90 skilled operators at 
your disposal for fast, accurate embossing of 
your lists at rock bottom cost of $37.50 per 
thousand. Day and night shifts assure prompt 
delivery on the date promised. No Alibis. Cir- 
culation Associates, Inc., 226 West 56th Street, 
New York. JUdson 6-3530. 


SPEEDAUMAT PLATES EMBOSSED 
FAST SERVICE 
with 
100% ACCURACY GUARANTEED 
only 
$30 per 1,000 
KIRBAN ASSOCIATES, Inc. 
226 Hatboro Pike, Horsham, Penna. 
OSborne 2-2040 





Geo Names. Buyers of Books and Mag 

on Gardening, farming and Health. Active 
and clean expires. Your Broker knows ovr 
reputation tor results. Rodale Press, Emmaus, 
Pa. 


HOME BUYERS 


Greater Boston Area. These are brand new 
names available weekly. Crafts, Box 293, 
Quincy 69, Mass. 


1,000 JULY 1961 MOTHERS 
Names and addresses on gummed labels. All 
reside in prosperous states. Guaranteed 100% 
accurate. Sale of this list is purposely restrict- 
ed to maintain effectiveness. Only $14 M; $8 
—500. Order now. 


The Holden Co., Suite 1005, 79 Wall St., N.Y. 5 


ENGINEERS AND SCIENTISTS 
Over 155,000 at their home address. Select by 
types. On plates. Lowest rates. DECISION / Inc., 
2616 Colerain Ave., Cincinnati 14, O. 681-6800. 
TWX: Cl 229 





PROSPECT MAILING LISTS 


Businesses, professions, trades. Buy complete 
or by states. In manuscript form. Alfred G. 
Latcha, 22448 Barbara St., Detroit 23, Mich. 


SPEEDAUMAT PLATES 


For just ’e¢ per plate more your lists can be 
beautifully embossed, fully punctuated, and 
guaranteed 100% accurate. Virgin zinc plates. 
Base price $40.00 per M. Advertisers Address- 
ing System, 703 North 16th St., St. Louis 3, 
Missouri. 





STENCIL CUTTING 


ELLIOTT STENCIL CUTTING. Fast Service, Ac- 
curate Workmanship. Inked and ready for 
use. Advise quantity—we will quote promptly. 
Write, Phone or Wire LEWIS ADVERTISING 
CO., 6 S. Green St., Balto. 1, Md., LE 9-5100. 





MALE OR FEMALE 


If you are looking for a position or personnel 
replacement contact the following: 

New York City Area ... Mr. J. Dudley Brod- 
erick, Hundred Million Club, Job Placement 
Committee, c/o Doubleday Company, 501 
Franklin Ave., Garden City, L. |., New York. 
National . . . Mrs. Ruth L. Laguna, Direct Mail 
Advertising Association, 230 Park Ave., New 
York 17, N. Y. 


THE REPORTER OF DIRECT MAIL ADVERTISING 











NAMES IN THE NEWS 


Who's doing what in your organiza- 
tion? New job? New Promotion? In- 
dustry Awards? Or interesting per- 
sonal news on the human side? No 
matter what they’re doing, we'd like 
to include them in this monthly round- 
up of .. . “Names In The News” 











Thomas N. Behan has been named sales 
promotion manager — international by 
A. B. Dick Company, Chicago. 

George E. Morrisey is the new advertis- 
ing director at Modern Bride. . . . Hans P. 
Truenfels has been elected president of 
Fry Associates International Ltd., world 
wide management consulting firm 

Herman Fink has been appointed Vice 
President in charge of new business as 
Kameny Associates, New York ad firm 
.. . Charles E. Noyes has joined the east- 
ern sales staff of Occupational Hazards. 
. . . John Hutchins, former state legisla- 
tor and p.r. consultant has been appointed 
Georgia director for Public Relations & 
Advertising Associates in Columbus, Ga. 
.. . Paul S. Newell, Dominion Envelope 
Company, has been elected President of 
the Envelope Makers Institute of Canada. 
Allan E. Sears, Montreal Envelope, was 
elected vice-president. . . . Mira Berman 
has been elected a Vice President of 
Lavenson Bureau of Advertising, Phila- 
delphia. . . . Chester L. Jones recently 
made director of marketing for Monsanto 
Chemical’s Plastics Division Edward 
A. Malling has been appointed to the 
newly created position of director of mar- 
keting planning and services for Ansco 
and Ozalid Divisions of General Analine 
and Film Corporation. . Joseph E. 
Sands III recently joined contact depart- 
ment at Gray & Rogers, Philadelphia. . . . 
Philip W. Wenig recently elected president 
of SRDS-DATA, subsidiary of Standard 
Rate and Data Service. . .. David Halpern 
has been appointed vice president and 
nember of the board of directors of Ted 
Gotthelf Inc. . . . William D. Hall retired 
recently from his post as director of re- 
search for the Folding Paper Box Asso- 
ciation of America. . . . Peter B. Koeppen, 
formerly with IBM, joins George Bryant 
& Staff, Englewood, N. J Arlyn E. 
Cole, president of Cole & Weber Inc., 
Portland, Ore., was elected president of 
the National Advertising Agency Net- 
work. . . . John L. Paige has been ap- 
pointed national sales manager of the 
Waterman-Bic Pen Corporation. , 
Richard W. Koch has been named to the 
newly created post of director of product 
development by Lithoplate Inc., Covina, 
California. . . . Homer E. Paris Ill joins 
his father and grandfather at Paris Print- 
ing Company. . . . William D. Pratt, ad- 
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vertising manager of Abbott Laboratories, 
has been elected president of the Midwest 
Pharmaceutical Advertising Club for 
1961-62. . . . Elizabeth B. Farrell, vice 
president, Employment Services Inc., in 
conjunction with Robert L. Farrell, gen- 
eral sales manager, announced the ex- 
pectancy of a Jr. Executive (preferably a 
girl) in January. .. . William J. Cullinane 
has been appointed manager of the Los 
Angeles Division of the United States 
Envelepe Company. . . . Alden F. Hays is 
Copy Chief and P.R. Director for Merritt 
Owens Advertising Agency, Kansas City. 
. . . Omark Industries announced the ap- 
points of Donald Walker as market re- 
search manager and Don Berlinguette as 
advertising manager... . Robert Y. Larsen 
has been appointed art director of 
deGarmo-Boston. . . . Donald A. Pember 
has joined Fuller Smith & Ross, Chicago, 
as an account exec. . . . Max Beschloss is 
the new merchandising manager of the 
S. Jay Reiner Company. . . . Irv Isaacs, 
winner of last year’s Henry Hoke Award, 
has left Pennsylvania Transformer. . . . 
Lester E. Francis, retires as director of 
advertising for Emory Industries after 18 
years in that post. . . . Charlie Kapnik 
joins Harry Maginnis, ACTMU, in Wash- 
ington, D. C 

Inc. recently appointed Richard T. Ahnen 
to newly created post of Market Research 
Director. .. . T. L. Saffem has been ap- 
pointed advertising manager of Argus 
Cameras, marketing subsidiary of Syl- 
vania Electric. . . . Richard H. Shepard is 
the new sales manager of the Chicago 
area for Inland Wire Products. .. . Jules 
S. Scherer has been appointed publisher 
of Hosiery and Underwear Review and 
Lingerie Merchandising. He had been ad 
manager of the latter. . . . H. Fairchild 
Doty retires as western ad manager of 
Popular Mechanics. He is replaced by 
Karl Keeler. . . . George J. Romer has 
been appointed director of sales at Print- 
craft Press. . . . Walter Schreibweiss has 
been appointed merchandising manager 
for the Solo Cup Company. . . . Theodore 
Levitt has joined Lippincott & Margulies, 
Inc. as a member of its Plans Board. .. . 
Dee Belveal has been named vice-president 
and general sales manager of The Reardon 
Company, St. Louis, Missouri. . . . Sey- 
mour Taffet has joined the art department 
of Smith, Henderson, and Berey. 





LOOKING 
FOR 
CREATIVE 
DIRECT MAIL 
TALENT? 


If you have a top-drawer 
direct mail job to offer and 
wish to concentrate on 
top-drawer prospects, use 
display space in 
DIRECT MAIL 
MAGAZINE 


Space this size 
costs $175.00 


For rates on space in other 
units, write or phone: 


ERNEST P. BALDWIN 
Advertising Manager 
The Reporter of DIRECT 
MAIL Advertising Maga- 
zine, 224 Seventh Street, 
Garden City, L. I, N. Y. 
Ploneer 6-1837 
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LISTINGS ONE LINE PER ISSUE, $24.00 PER YEAR. UNDER SPECIAL HEADINGS, $30.00 PER YEAR 


ACCENT ON EXCITING ATTENTION. estyEene 
Brownlie Manufacturing Co 261 Broadway, New York Y 
ADDRESSING 

‘reative Mailing Service, Inc 460 N. Main, Freeport, N. ¥ 

ADDRESSING AND MAILING 
Mallmasters, In 460 Nordhoff Place, Englewood LO 4811 
Shore Lirect Mail, | pll First Ave.. Asbury Park, } GR 3-2063 

ADDRESSING SCRIPTOMATIC 

2 Seranton Ave., Lynbrook, L 
ADDRESSING — TRADE 
Belmar Typing Service 1-71 Lilith St.. Richmond Hill 
Ree Lewis Addressing 987 Schenectady Ave., Brooklyn 
8&8 Typing Service 505 Fifth Ava, New York. mM. Be 
ADVERTISING AGENCIES SPECIALIZING IN DIRECT MAIL 
The Buckley Organization Philadeiphia Nat'l Bank Bidg., Philadelphia 7, Pa 
Grant, Schwenck, Baker, In 520 N. Michigan Ave., Chicago 11, WH 3-1033 
ADVERTISING ART 

A. A. Archbold, Publisher 419 South Main St., Burbank, Calif. 
Idee Art 307 Fifth Ave., New York 16 : 
liarry Volk, Jr. Art Studio - 


WO 2-0546 


(FR 8-4830 


. Pleasantville 3, N. J 
ADVERTISING SPECIALTIES 
American Advertising Speciailiie Co 
21 Rockaway Ave., Brooklyn 33, 
Fiexo-lettering Co., Inc 105 East 46th St.. New York 17 
Gries Reproducer Cory 125 Beechwood Ave., New Rochelle, 
RK. H. Grauert 100 Gold St.. New York 
ART AND DESIGN FOR DIRCCT MAIL 
Al Corchia, Jr 215 Park Ave. So., New York 3, 
AUTOMATIC TYPEWRITING 
Carlson Automatic Typewriting Service 3744 N. Clark St., Chicago 13, ILL (EA 17-5496 
hlooven Letters 352 Fourth Ave., New York 10, N. ¥ 
Heynolds, Reynolds & He ids. 2375 East Main Street, Columbus 9, Ohio (BE 1-6200 
CHESHIRE MAILERS 
Mail-O- Mati Route #46, Parsippar N 
COPYWRITERS {free Lance) 
Paul J. Be Na s Hartfor W“ 
Lae copy shop 6 badices Ave New Ye N. ¥. (MU 3-145 
Alfred G. Laicha ; Detroit 23, Mict 
Betty Mathewoor 82 Cooper Ave Upper Montclai J Pl 6-53 
Orville B. Reed 106 N. State St., 1 ich. (Tel. : ¢ 
OIRECT ADVERTISING AND PROMOTION ART 
The Palette Ser 100 Fifth Ave., New York 11, N.Y. (CH 2 
DIRECT MAIL AGENCIES 
\ i s New 


(DE 4-8442 


York N. ¥ 
New York 22, N.¥ PL 
610 Newbury St., Boston } 
1 Process Corp., 200 Hudson St., N. ¥., N. ¥. (WO 6 
St.. London E ¢ Eng Bishopsgate 
Jackson Bivd 5 ty lil. (HA 
t *hila a Na nal Bank BI _ Philadelphia 7 
Cabot -Leuer ‘ mn Buren St., Chicag lu MO ¢ 
Cabot- Letter r ty. dial 211 ask for ENTERPRISE 
The « e 2400 Wal St.. Philadelphia 
Dickie- Ray mor I New York, N. ¥ Mt 
Lrirect Mail Markets ( : ) e ew York 22, N. ¥ 
Direct Mail Service 
2161 M 
The Cree e Divisior 


1 Madison Ave 


Jom M. Lord & Ce 
Lawrenme G. Chait 4 
Haroid Marshall Ad 


Maxwell Sackeim- Frank 


MeCormick Armstrong 0 I 
MeVicker & Higg wha t nd St.. New Y wrk 
Monogra lm lison Ave.. New York 2 
KR. L. Polk & ¢ Howard St., Detroit 3 
Reply-O Letter Ce Central Park West, New York 2 
Reply-O Letter Co fo 664 No. Michigan Ave., C hicago 11 
Reply t lon iP ffice Square, Boston 9 
Reply | j ih st 23rd St., Cleveland 1 
Reply te 1-Well Drive, Portland 2, 
Reply 


re Bivd., San Francisco, Calif 
Reply 


ask for Enterprise 65 


ntial Plaza, Chicago 1 


ar 
Associates, Ir TS Weet 450 
Assariates, Ir 42 Bast 64th St 
Yeobe!l Sandler Advertising. Inc Gramercy Park, New Y *~ 3 
DIRECT MAIL CREATORS AND Sag yy 
Cabot - Letter p10 West Van Buren St hicag Ill. (MO 6-9878 
Cabot - Letter In New York City, dial 211, ask for "ENTERP RISE 653¢ 
DMCP Associates, Inc. (Headquarters 
1814 Jefferson Ave.. Toledo 2, Ohio (CH 4-8316, TWX TO 372 tT 
Lawrence G. Chait & Co., In Park Ave., New York 22. N.Y. (PL 7 
The Rylander Co 216 W. Jackson Bivd., Chicago, Tl RA ¢ 
DIRECT MAIL EQUIPMENT 
American Automatic Typewriter ( 2323 N. Pulaski Rd., Chicago 3 
B & Howell, Phillipsburg Phillipsburg 
B. H. Bunn Co 7605 8S. Vineennes Are.. Chicago 20. Ill Ht 
Cheshire Mailing Machines, I ~-1644 No. Honore St., Chicag 
Cheshire, Inc 1644 No. Honore St., Chicago 2 
W. & C. B. Sheridar 220 Church St., New York 1 
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Find the product or service you 
need help in, have your girl type 
a simple letter asking for samples 
and literature from all names 
under a specific heading. These 
producers and suppliers will be 
glad to contact you by return 
mail. 


Eastman Kodak Company -«.+-Rochester, N. ¥ 
Elliott Industries, inc : ; 143 Albany St., Cambridge 39, Mass 
Felins Tying Machine Cx S351 N. 35th St., Milwaukee 16, Wis HI 5-7 
Friden, Inc. " ° 2350 Washington Ave., San Leandro 
Heyer, Inc 1850 South Kostner St., Chicago 
International Business Machine 445 Madison Ave ork 22, 
Mailers Equipment Co., Inc. 410A West 15th St., New York 11, . (CH 3-3442) 
Pitney-Bowes, Inc. ; | Walnut St., Stamford, C -2621 
Scriptomatic, Lnc 310 N. llth St., Philadelphia 7 4 l 
Vari-Typer Corporation 720 i |} Ave 
Chauncey Wing's Sons 8 Pierce St., Greenfield, Mass 
DIRECT MAIL SPECIALTIES 
Let's Have Better Mottoes Assn., Inc 
East Ninth Street, Cleveland 15, Ohi SU 220 
ELLIOTT ame. yk) ~ 
N , Cleveland 15, Ohio (SU 1-4220 
-214 pullivan St., “New York 12, N. ¥. (AL 4-0610) 
Inc 32-15 33rd S&t., Long Island City 6, N. Y¥ AS 8-4302) 
of 460 N. Main St., Freeport, N. ¥ FR 8-4830) 
117 Leonard St., New York 13, N. ¥. (WA 5-1372) 


ENVELOPES 


Universal Color Corp... 
Alee Business Service 

Creative Mailing Service 
Elliott Addressing Machine Co. 


The American Paper Products Co. 

Envelope Terrace, Southern Blvd. at ec lurg Rd., Youngstown, Ohio (SK 8-4545) 
Atlanta Envelope Co. Bax 1267, Atianta 1, Ga. (TR 6-3686) 
Berlin & Jones Company 601 W =, 2th St.. New York 1, N. ¥. (WA 4-4400) 
The Boston Envelope Co 387 High St., Dedham, Mass. (FA 5-6700) 
Brohard & Associates, Inc 1T0T McKinney Ave., Dallas 1, Texas (TA 7-5657) 
Columbia Envelope Co. 2015 Hawthorne Ave., Melrose Park, Lil. (FI 3-0100) 
Business Envelope Manufacturers os Pearl River, N. ¥. (PL 

1000 University Ave., St. Paul 4, 
Detroit Tullar Envelope Co 2139 Howard St., Detroit 16, Mich (TA 
Double Envelope Co. Roanoke, Va. (EM 6-7644) 
Garden City Envelope Co 9001 N my St., Chicago 18, > (CO T- 

The Gray Envelope Mfg ; 33rd St., Brooklyn N (ST : a 
Heco Envelope Co. 4500 Cortland St., Chicago 39 (CA 
L & H Envelope Cort T Beach Street, New l 
Mead Corporation 
North Coast Envelope 
Manufacturing Corp 2 Prince St., Brooklyn 1, N. Y¥. (JA 2-6161) 
Rochester Envelope Co 72 Clarissa St., Rochester 14, N. Y. (HA 6 2404) 
S. Cupples Envelope Co., In 60 Furman St., Brooklyn 2, N. Y. (TR 5-6285) 
Specialty Envelope Co 1224 West Eighth St.. Cincinnati, Ohio (CH 1. 3641) 
The Standard Envelope Co 1600 Past 30th St., Cleveland 14, Ohio (PR 1-3960) 
Tension Envelope Corporatior th & Campbell, Kansas City 8, Mo. (GR 1-3800) 
factories: So. Hackensack, N.J.: Memphis 2; St. Louis 1: Minneapolis 1; Des Moines 
14; Ft. Worth 12; Sales Offices—New York, Chicago and most cities east of Rockics 
Transo Mavelape Co 542 N. Kimball Ave., Chicago 18, Ill. (IR 8-6914) 
Plants in New York, Chicago, Los Angeles—Offices in All Principal Cities 
on me ( Springfield ts (RE 6-721] 
’ Broadtwa 
N LaS 


Dayton, Ohie 


Worce 
Met 
‘ 4 | 
Angele 
Wolf Detroit Envelope ( 14700 Dexter Bivd., Detroit 32, Mich. (DI 1-222) 
ENVELOPE SPECIALTIES 
Curtis 1000 Ir 150 Vanderbilt Ave., W. Hartford 10, Conn. (JA 2-1221 
Garden City Envelope Co 3001 N. Rockwell St., Chicago 18, Tl. (CO 7-3600) 
Heco Envelope Co 4500 Cortland St., Chicago 39. Ill. (CA 7 ~2400) 
teach &§ t. New York 13, N. ¥ Wo & 
Corp ? Prince St., Bklyn. 1, N. Y. (JA 2-6161) 
19th « Campbell, Kenees City 8, Mo. (GR 1-3800) 
Ave.. New York 17, N. Y. (YU 6-8565) 
The Wolf Envelope Co. Hy 23rd St... Cleveland 1, Ohio (PR 1-8470) 
FOREIGN MAILINGS 
Stadelhoferstrasse 38. Zurich 1, Switzerland 
Willemsparkweg 112, Amsterdam. Holland 


City Service 
DeMutator N. V 
Dillon-Agnew Associates 
654 Madison Ave 2 
ters U.S.A., Inc 1166 Sixth Ave... New York : 36, N. Y. (CO 
agol Associates Ausias March, 5 Barcelona, 10—Soain 
Holland Limite 86/88 Acre Lane, London S.W. 2 
FP. Sandberg Direct ‘Mail 1A/8 Raadhurst 8, Oslo, Norway 
GOLF MN a yt 
R Advertisir ‘ la. 18, Pennsylvania (PE 
GUMMED STAMPS—LITHOGRAPHED AND PERFORATED 
cure eka Specialty Printing 0 Electric St., Scranton, Pa. (DI 6-65 $11) 
"le Potter Co., Ir 1270 Rroa tway, New York 1, N. 
wtter (x Ire 185 N. Wabash, Chicago 1 
INSERTING SERVICE—AUTOMATIC MACHINE 
Advertising Distributors of America, Ir 
4444 Cass Ave., Detroit 1, Mich. (TE 3-0500) 
A ivertising Distributors of America. Inc., New York 
25 machines 400 Madison Ave., New York 17, N. Y_ (MT’ &-6500) 
Bonded Mailings Inc. Nationwict 754 4th Ave.. Brooklyn 32. N. ¥ SO 8.4819 
Circulation Associates 1745 Broadway, New York, N. Y. (JU 6 
Creative Mailing Service 480 Ne sath Main St.. Freeport. N. Y. (FR & 
Duffy Electronic Mailers 18 ith St.. Milwaukee 3. Wise. (RR 3-7852 
Decision /Inc 4616 Red Maes k Rd... Cincinnati 27. Ohio (BR 1-3200 
Lemarge Malling Service © 417 S. Jefferson St.. Chicago 7. Ml 
Maltlmasters. Inc 440 Nordhoff Place. Englewood. N. J. (LO 7-4811) 
Mailings Incornorated 55 Weet 13th St... New York 11. N. ¥ WA 9-5188 
Shore Direct Mail. Inc 911 First Ave. Ashbury Park, N. J. (GR 3-2063) 
Western Empire Direct Adv. Co 41° Howard St.. San Francieco 5. Calif GA 1-8500 
LABEL AFFIXING WITH AUTOMATIC MACHINES 
Advertising Distributors of America, Inc 
$444 Case Ave Detroit , Mich TE 23-0500) 
Mailing Incorporated 55 West 13th St.. New York N. Y. (WA 9-5188) 
LABELS AND LABEL AFFIXING "WACHINES 
Eureka Specialty Printing C ? Electric St., Scranton 9, Pa 
LABEL PASTERS 
Potdevin Machine Co 281 North St., Teterboro, N. J. (AT 8-1941) 
LABELING SERVICE— AUTOMATIC MACHINE 
Bonded Mailings, Inc Nationwide 754 4th Ave., Brooklyn 32, N. Y. (SO 8-4819) 
LABELS 
385 Gerard Ave.. New York 51, N. Y. (MO 5-1818) 
Framington, Mass. (TR 3-3511) 
357 Cortlandt St., Belleville 9, N. J. (PL 9-5500) 
9 Murray St., New York 7, N. Y. (BA 7-T7771) 
LETTER GADGETS 
Hewig Co. 45 Weet 45th St.. New York 36. N. Y. (JU 2-2186) 
Robert Straub & Co ‘ 2 South Dearborn St., Chicago 5, Ml. (WA 2-1881) 
LETTERHEADS 
Arthur Thompson & Company... 100 Market Place, Baltimore 2, Md. (PL 2-4806) 
MAIL ADVERTISING SERVICES (Lettershops) 


BELLMORE. NEW YORK 
Ambassador Mail Advertising Co. 
BROOKLYN 
Valco Reproduction & Mailing Service, Inc 

1715 Ave. Z, Brooklyn 35, N. Y. (TW 1-4400) 


Allen Hollander Co., Inc 
Dennison Mfg. Co. 

Borer Ready Label Corp. 
Penny Label Company 


.2050 Bellmore Ave., Bellmore, N. Y. (CA 1-33003 
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CHICAGO 
Doolittle & Company, Inc. 


CLEVELAND 
Cleveland Leuer Service, Inc. - 740 W. Superior Ave. (13) (SU 1-8: 
ert Silverman, Inc.... 1270 Ontario St., (13) (CH 1-657 


DETROIT 
Advertising Distributors of America, in 4444 Cass Ave. (1 
Advertising Letter Service - 2390 Jefferson Eost (7 
National Mailing Corp. ‘ . 201 Grand River Ave 

L. Polk & Co..... oe 431 Howard St 


HOUSTON, TEXAS 
Premier Printing and Letter Servic «+++-2120 McKinney 


LOS ANGELES 
Krupp’s Ady. as | Serv eoenes , 2390 W. Pico Bivd. (6) (DU 5 
The Mailing House. 1019 N. Madisor e., Los Angeles 29, Calif. (NO 5 


MIAMI, FLORIDA 
Ace Letter Service Co. 2° 3800 N.E. lat Ave. (PL 7 


NEW ORLEANS, LA. 
Monahan Bros., aces . «++eee+-335 Gravier St. (524 


NEW YORK CITY 

Advertisers Mailing Service, Inc. 45 West 18th St., New York, N.Y. (AL 5 
Chase Direct Mail Service Corporation > Kast St , New York (OR 9-316 
Circulation Associates : 1745 dwa) . (IU 6-3 
Latham Process Corporation bane St.. Ne ¥ 13, "N YY. (wo 6 
Mailings Incorporated 55 5 West 3th St., New York ll, N.Y. 

Mailograph Company, Inc ‘ 39 Water St., New York 4, N. Y. 

Mary Ellen Clancy Co 250 Park Ave., New York 17, N. Y¥ 

The St. John Associates, Inc 75 West 45th St., New York 36, N. Y 

NEWARK, WN. J 

Shipman Mailing Service 6 Hig Newark 2, N. J 
PHILADELPHIA 

The Connelly Organization, Il i0 nut St., Phi la lelphia 3, Pa 
Woodington Mail Advertising Serv. . 1304 Arch St. (7) (1 3-1840) 


PITTSBURGH 
Advertisers Associates, Inc 


ROCHESTER, NEW YORK 
Ayer & Stret 

SAN FRANCISCO 

The Smith Company 

ST. LOUIS 

The Alan Company... 1427 Lucas Ave. (3 (MA 1 
WESTFIELD, NEW “JERSEY 

Union County Printing & Mailing Service 233 North Ave. (AD 2 


MAILING yg it _ BROKERS 
Accredited Mailing List 10 Kast St.. New York 16, } r. (Mt 
Archer-Bennett List Service, lL 140 West sath St New York 19, N. ¥. (Jt 
George Bryant & Staff eee 1 Grand Ave., Englewood, 

The Coolidge Co., Inc 1 West nd St., New York 36 
Dependable Mailing Lists ’ $1 h Ave., New York 16, } 

Direct Mail Markets ¢ y, Ir 


20 N. Dearborn St. (10) (SU 7-1 


1627 Penn Ave. (AT 1 


15 South Ave BA 5 


67 Beale St. (SU 1 


15 Madisor aon, ew ae SS 3 
Walter Drey, Inc N. Michigan Ave., Chicago 
Walter Drey, Inc. 257 Park Ave. South, New York 10, 
Guild es 1 Engle St., Englewood, ! 
Walter Kari, Inc , Armonk, N. Y. 
Lewis Kleid, Inc.. est th St.. New York 36, N 
Eli Kogos P 420 3 St., Webster, Mass. 
Ceil Levine Screened t 

New York 19, N. ¥ 

Willa Maddern 
Mosley Mail Order 
Names in the New 
Names | 


New York 19, ! 
The Roskan 1p i ox Kansas City 41 
.H Hank’’ Ruby & ¢ ) es ew York 19, N 
, Lt Toronto 17 
liam Str J f 70 th § Vest New York 
James E. True $3 te 419 Park Ave. Sout New York, N. Y 


CROSS REFERENCE—BY SUBJECT 
FOR LIST SOURCE, COMPARE NAME IN PARENTHESIS WITH LISTING 
ABOVE OR COMPIL RS 

Business by Ratings, Executive. Professional (Ed Burnett Inc 
Direct Mail Users e 00 (Reporter of DM 
Financial List : ‘« Z Addressing Service 
Mail! Or ler L. sts (The Roskam Company 
Op nity Seekers and Start in Busines 0,000 (William Stroh, Jr 


MAILING LISTS — COMPILERS _ OWNERS 
Active Mail Order List Co 241 Lafayette St., New York 12, N. Y 
Abbott National Mail Servive, Ir 
1-26 Queens 
Bookbuyers Lists, Inc 
Buckley - Dement . 
Ed Burnett, In . 156 
Creative Mailing Service. . 460 N. Main St., Freeport, N. Y 
Directory of Associations, Gale Research 
34 took Bldg., Detroit 26, Mict 

Walter Drey, Inc ; 3 Michigan Ave., Chicago 1, I 
Walter Drey, In 257 4th Ave., New York 10, N. Y 
Dunhill International List Co., Inc 

i144 Park Ave New York 16, N 
F—Z Addressing Serv 83 Washingt 
Fawcett Publications 
Fritz S. Hofheimer : 8 E 
Industrial List Bureau 
Industrial Machinery News : 
Mailing List Compilation Bureau. .2570 Fast 18t! 
Market Compilation Bureau 


Detroit 85 


Brooklyn 35, 


10561 Chandler Bivd., N. Hollywood, Calif 
Ocet pant Matting Lists of America 230 North 4th St., Columbus, 
or al Cathol Direc 12 Barelay § New York &, N. ¥ 7 
R. L. Polk & © 4 Howard St., Detroit 31. Mich 
Professional Trak ntants Lists 26 ‘ New York 6, N. ¥ 
R. L. Rashmir 5 5 vd., N. Hollywood, Calif 
Raymond-Loew Associates, Ir * New York 4, N. ¥ 
Reporter of Direct Mall Adv th Ss Garden City, N. ¥ 
Research Projects, Inc 3.. New York 16, N + 
Sistemas T’ostales, Editicio 
aza Candelaria. Caracas, Venez 
Special Correspondents © East Ohio St., Chicago 11, 
Speed Address Kraus Comr 
g Island City 4, N. Y. (ST 4 
Stephens Distributing Co P. O. Rox 1434, Atianta 1 
William Stroh, Jr 568-570 54th St.. West New York, N. 7. (TN 4 
BF. Watson Corporation °© Hanse Ave.. Freeport. N. Y. (FR 9 
W._ &. Penton. Inc 44 Floneck St., Fnglewood. N. J. 
Zeller and Letica, Inc... 15 East 26th St., New York 38, N. Y 
MAIL ORDER Someet rast 
Arthur W. Bandman M St.. Roslyn, L 
Direct Mail Markets Company, Inc 515 Mac lison Ave., N. ¥ 
Herbert L. Kellner & Associates 121 S. Wabash Ave., Chicago 3 
John A. Smith ees 212 Se Myrtle Ave 
Lawrence G. Chait & Co.. Inc. S75 Park Av‘ New Yo 22. N. ¥ 1 
William Bogolub & Staff " 6238 N ieee iway, Chicago 40. Tl. (RO 1 
MANAGEMENT- MARKETING- MAIL ORDER COMSCL TANT 
Lawrence G. Chait & Co., Inc... 5 Park Ave., New Yo Y 
yt eh eeeenanne a A egy. & accessories. 


Pollard-Alling Mfg. © rk 11 0692) 
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BuLrienAre a Aw 
Chicago Ink Ribbon Co. S. Wells St., Chicago 6, Ill. (ST 2-7800) 


OCCUPANT MAILING LISTS—LOCAL & NATIONAL 

Advertising Distributors of America, Inc 
4444 Cass Ave., Detroit 1, Mich. (TE 3-0500) 

Advertisin = Distrit utors of America, Inc 
New ¥ 400 Madison Ave., New York 17, N. Y. (MU 8-6500) 
Occupant Mailis ng Lists of America 239 North 4th St., Columbus, Ohio 
Western Empire Direct Adv, Co...612 Howard St., San Francisco 5, Calif. (GA 1-8500) 
Western Empire Direct Ady. Co..1417 Georgia St., Los Angeles 15, Calif. (RI 8-2251) 


PAPER MANUFACTURERS 

l Paper Mills ececesececs 1608 Lake St., — ~~ 
American Writing Paper Corp.. Holyok 
Appleton Coated Paper Co. -825 E. Wisconsin Ave., Appleton, Ww isc. (RE “i 984i) 
Bergstrom Paper Company . .Neenah, 
Eastern Fine Paper and Pulp Divr., Standard Pa ea Corp., Bangor, Me. (2 
Ecusta Paper Division, Olin Mathieson Chem. Corp .Pisgah Forest, 
Finch, Pruyn & Co., Inc. ; seseses ..Glens Falls, 
Hammermill Paper Company Erie, Pp ennsylvania (GI 
Howard Paper Mills, Inc . 115 Columbia St., Dayton 7, 
International Paper Co + st 42nd St.. New York 17, N. ¥ MU 2-7 
Kimberly-Clark Corporation Neenah, Wisc. (PA 3 
Mead Corporation . . 
Nekoosa-Edwards Paper Co. Port Ex iwards, Wis. (Tei l 


New York & Pennsylvania Cx 42 ar ve New Ye 17, N 5 

Peninsular Paper Co ; ee . Ypallenti, Mich 
Rex Paper Co. Kalamazoo, Mich. (FI 2-0151) 
Rising Paper Co. Housatonic, Mass (HO 47) 
3. D. Warren Company 89 Broad St., Boston 1, Mass 
Sorg Paper Company. - ‘ Middletown, Ohie 

PHOTO ENGRAVERS 
Horan Engraving Co., Inc 44 West 28th St., New York 1, N. ¥ MU 9-8585) 


: PHOTO STAMPS & TIP-ONS 
Grogan Photo Company......... ..-Dept. T, N., Danville, Ill. (HI 6-0826) 


POST CARDS 

Colourpicture Publishers, Inc 390 Newbury St., Bostaon 15, Mase 
CURTEICHCOLOR 38-D by Curt Teich & © Inc 

1 w irvilng ‘Park Reed Chicago 13, Til BY 1-6606) 


3: 
Dexter Press ne R est yack ; y &-8400) 


I 
Grogan Photo Company 1105 N Bahis St., Danville, Il (Hi 6-0826) 


PRINTERS—LETTERPRESS & LITHOGRAPHY 
Carey Press Corporation 406 West 3ist St.. New York 1, N. ¥ CH 4-1000) 
Colortone Press 2412 17th St., Washington 9, D. C. (DU 17-6800) 
Goes Lithographing Company 42 West 6lst St., Chicago 21 Ti. 
Neo Printing Company 23 E. Wesley St., So. Hackensack, N. J. (HU 9-5050) 
Runkle, Thompson & Kovats, Inc 650 West Lake St.. Chicago 6, Til 
Offset Reproductions, In 4 Hubert St., New York 13, N. Y. (WA 5-1196) 


SALES ane MERCHANDISING CONSULTANT 
Lawrence G. Chait & ¢ n ; Par ve., New York 22. N 
Ralph T. Curtis 903 E Evansville 13, Ind 

Stennett CUTTING AND LIST MAINTENANCE 
Advertising Distributors of America, I 


$444 Cass Ave Dae Mich TE 3.0500) 


Circulation Associates ° 1745 Broadway, New Ye N. ¥ JU 6-3530) 


SUBSCRIPTION FULFILLMENT SERVICE 
Circulation Associates 45 Broadway, New York, N. Y¥ Jt’ @-3520) 
Globe Fulfillment Corporation 125 W. 24th St., New York 11, N. YY. (OR 5-4600) 
SYNDICATED MOUSE BAsAsines 
The William Feather ¢ R nd § AT 1-4122 
The Henry F. Henrichs Publications, " 


Association of First 
LaS 
Ass ed Third ¢ 
2447 
Direct Mail Advertisin st ® Par r 17 M 7388) 
MASA Interr nat mal 52 t t ashing ° >. (DI 7-8633) 
Nation ( C ~ Ma 
‘ New York 36, N. Y. (PC 6-0615) 
r 1913 Woodward Building, Washington 5, D. C 


WiSWERS (FOLDING) AND COLOR SLIDES 


Elmhurst 73. N. ¥ DE 5-0027 
ew York 36, N. ¥ PL 17-7700 


The Best Buy for $24 
Since The Indians 
Sold Manhattan Island 


Your listing in this directory may 
not take up much space but it’s a 
big investment. It reaches the pros- 
pect when he’s ready to buy. It 
reaches a man who knows what he’s 
looking for. The question no longer 
is what ... but WHO. 


To reach your prospects, be sure 
you are listed in the Directory under 
all the headings which best describe 
the services you perform. 


To place your order, write to Ernest 
P. Baldwin, Advertising Manager, 
The Reporter of Direct Mail Adver- 
tising, 224 Seventh Street, Garden 
City, L. L, N. Y. Or phone Ploneer 
6-1837. 
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Throw away your old ideas about printing papers 


The old idea that only a heavy paper is suitable for 
fine printing is now outmoded. Olin has developed 
a new concept in papers, called Waylite. It’s a light- 
weight stock as opaque as many papers twice its 
weight, with extreme whiteness and great strength. 
Waylite gives you beautiful printing results in half- 


tone or line, black and white, and color. By reducing 
bulk, weight and postage up to 50%, it has strong 
appeal to your cost-conscious customers. Ask your 
Olin fine paper merchant about Waylite letterpress 
and offset papers, or write to us. See Waylite, and 
you'll discard your old ideas about printing papers. 


PACKAGING DIVISION Glin 
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A NEARLY UNBELIEVABLE CASE during past 
month caused much scuttlebutting. On June 4 the Neu 
York Herald Tribune (philatelic section) carried a two- 
column-wide, 1212” deep classified advertisement. At 
stamp dealers’ rate, cost was approximately $475. Under 
a headline, “$300,000 Stock Liquidation,” there was a 
nearly solid expanse of 4-point type telling an exciting 
story. An Island Importing Corp. at Post Office Box 30, 
Jamaica 31, N. Y., was an important mail order concern 
doing an annual business better than $2 million. 

The owner had become interested in stamps: had trav- 
eled extensively over Europe and had picked up some 
fantastic bargains from collectors. But he had decided 
not to go into the stamp business because other lines were 
growing so fast. Reason for the post office box was that 
an enormous new plant was being built in Jamaica, and 
telephone lines had not been installed. Offices were being 
moved from Lynbrook, Long Island. 

The 4-point type explained all the bargains available 
in best jargon of the philatelic trade. Rare stamps worth 
$10,000 at today’s market were offered for $3,500. Other 
rarities were priced at proportionate reductions. What’s 
more, on each order of $200 or more, the buyer could 
select a “free bonus” of named collections. One such 
collection had a catalog value of $2,750. 

Naturally, stamp dealers read the ad with amazement. 
Was someone trying to wreck the accepted market value 
of rare stamps? 

The telephone buzzed repeatedly in stamp dealers’ 
homes that Sunday. Officers of the Stamp Dealers Asso- 
ciation contacted Post Office Inspectors, convinced them 
that prompt action was imperative. 

On Monday morning, Postal Inspectors were stationed 
near Box 30. They soon arrested a 17-year-old Long 
Island college student as he attempted to collect his mail. 
There were four hundred envelopes in the first mail. 
(More than four thousand by Wednesday.) The student 
admitted that there was no such company as Island Im- 
porting; there was no mail order business; no stamps; 
no nothing . . . except his desire to make a killing quickly 
and disappear before non- delivery squawks could be 
investigated. 

We understand that the kid has been released in custody 
of his father. Authorities are trying to decide what to do 
about him, whether to try for an indictment, or what. Only 
quick work by Postal Inspectors prevented a wholesale 
proof that Barnum was right. 

There are unanswered questions. How did a 17-year-old 
boy get a post office box? Until a short time ago, every 
request for a post office box had to be backed by two 
recommendations from persons known to the postmaster. 
The applicant had to show proof that he was responsible. 
I'm told the Post Office Department has eased these re- 
quirements. Why? Every crook in the country can easily 
hide behind a box number. The Post Office Department 
better go back to tough rules. 

Another question: So far as we can find out, not a 
single New York newspaper mentioned the case. Why? 
One Long Island weekly ran a squib. Only two stamp 
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the gist of conversations about this and that 
with visitors to the Editor 


dealers’ magazines mentioned the case; the rest were 
obviously told to lay off because regular stamp business 
might be hurt. 

the New York Herald Tribune on Sunday, June 11, 
ran a two-inch boxed announcement revealing that Island 
Importing Corp., which advertised in the newspaper on 
June 4, is “no longer in business.” Heck, it was never in 
business. But the most damaging question is: Why did 
the business office of the Tribune accept such an ad from 
a 17-year-old boy who came to the office in person and 
paid half the price of the ad in cash (that’s what we 
heard)? That newspaper has a most competent stamp 
editor known favorably throughout the trade. He certainly 
could not have been shown the copy or he would have 
cautioned against running. That should be a duty of all 
publishers . to protect its readers against deliberate 
fraud. 

It’s a sad commentary on our times that a young college 
student, from a respectable family, should be tempted to 
work a fraud like this. Several friends here who studied 
the ad wryly predicted that the college boy might make 
a good advertising man. He described a non-existent com- 
pany and product in such an exciting way that he caused 
thousands of people to send in unknown thousands of 
dollars. (Postal Inspectors returned all envelopes un- 
opened.) But if he gets into advertising, he'll probably 
wind up with a Federal Trade Commission citation. He'll 
be the country’s top expert on making things whiter than 
white, purer than pure, and better than the best. 


ONE OF THESE DAYS Id like to take a vacation 
from reading the advertising trade magazines . . . hoping 
that when I return there will be less confusion. 

The Advertising Federation of America convention was 
“surrounded by gloom” (according to reporters) because 
of the get-tough talk by new Federal Trade Commission 
Chairman Paul Dixon. Convention adopted a resolution 
protesting against any further regulation of advertising. 
Likewise, the Broadcasters Association was surrounded by 
gloom because of the tough talk by new Federal Commu- 
nications Commission Chairman Minow threats of 
not renewing station licenses if programs are not in 
“public interest.” 

Paul Dixon also scared the pants off the Association of 
National Advertisers’ members with his threats to be more 
hard-boiled and quicker on-the-draw in going after mis- 
representation. Scoffing at the claim that misrepresentation 
is a habit only among two-bit outfits, he reeled off the 
names of top-drawer firms now under fire. 

The American Medical Assn., lobbying frantically 
against medical care for the aged, is now fighting efforts 
to regulate the advertising of pills and other drug prod- 
ucts. Investigations have pretty well proven that some 
pharmaceutical advertising is deceptive (truth not fully 
told) and that markup on brand name products is exces- 
sive when compared to same materials sold under generic 
names. 

There’s a big hue and cry among manufacturers on 
account of investigations and prosecutions for price fix- 
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ing. And advertising associations are fighting mad because 
of threats by Revenue officials to bar expenses of adver- 
tising in determining costs on defense contracts. It’s 
common knowledge that yachts, vacation hide-aways, 
lavish parties, hotel suites are labeled “advertising ex- 
pense” by some defense contractors and these expenses are 
included in the cost of filling government orders. 

In other words, we are in a mess of threatened regula- 
tions and in half-baked efforts to resist further regulations. 

There is only one solution of the problem. And it can 
be spelled in one word . . . honesty. If the advertising 
associations honestly believed in their codes of ethics; 
if the inembers actually practiced honesty . . . there 
wouldn't be any need for toughness by the FTC. If the 
broadcasters stopped ladling out garbage . . . there 
wouldn't be any need for toughness on the part of the 
FCC. If manufacturers stopped price fixing and cheating 
on defenes contracts, there wouldn't be any need for IRS 
toughness. 

During all the confusion of thinking . the four A’s 
has employed a public relations outfit to improve the 
“public image of advertising.” But many responsible 
people in advertising think the only way to improve the 
image is to do an internal housecleaning job. 

Of course, there are some regulations which are spon- 
sored by selfish interests to destroy competition. In 
Florida, the courts have declared unconstitutional a State 
Pharmacy Board order prohibiting the advertising of 
drug prices. A bill to prevent state commissions from 
trying to regulate advertising failed to come to a vote. 
A bill to prohibit liquor price advertising (promoted by 
the price fixers) also failed to pass. 

At least, Florida has a doggone good law against false 
advertising (passed June 15, 1959). It was sponsored by 
the advertising fraternity and has done much good. 

Advertising people are beginning to get involved in 
seemingly unrelated things. One agency network group 
recently passed a resolution calling for more anti-Com- 
munist propaganda. The Advertising Council has proposed 
an intensive campaign to alert the people to the menace 
of international communism. That’s all to the good, but 
let's not go overboard like the John Birchers and use 
communist-like tactics in order to defeat communism. 
Some people are advocating that teachers be required to 
explain the dangers of communism. But do you remember 
those days when Joe McCarthy was hounding teachers, 
scientists and preachers who even dared talk about com- 
munism? Confusing, isn’t it? 

And interwoven in the arguments about regulations are 
all sorts of semantic absurdities. If a businessman or 
politician is against Civil Rights and Fair Employment 
Practices . . . it is only logical to deduce that he is for 
Civil Wrongs and Unfair Employment Practices. Again 

. complete honesty or the application of the so-called 
Golden Rule would solve those problems. If so, we 
wouldn't have to read about the nitwits in certain southern 
states arresting and jailing Freedom Riders, who are pas- 
sively asking for equal rights. 

After rereading my notes on the item above. I’ve de- 
cided | better take that vacation very soon or I'll succeed 
in confusing all of you. But if | must talk about direct 
mail . . . let this confusion of thinking .. . let the fraud 
case on Long Island convince us that we must be clear. 
convincing, honest and kind in our advertising. If you 
follow that line . . . you won't have to worry about 
“regulations” or threats of FTC action. 


HAD A NIGHTMARE recently. Dreamt I was in 
Washington with a sure-fire solution for all Post 
Office money problems. 
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I was trying to convince the Postmaster General and 
a few Congressmen that the Post Office could not operate 
without the continuing protection of the Defense Depart- 
ment. The Defense Department never has a “deficit” . . . 
so let’s transfer Defense to the Post Office. It’s logical 
because the Post Office is already handling menial chores 
for the government, like counting wild fowl killed, furnish- 
ing free rent and janitor service to other departments, 
registering aliens, etc. The cost of those free et ceteras 
is “the deficit” you read about. But it’s really a “gap” 
between what people pay for services in postage and the 
total cost of running the outfit. 

Now, with the Defense Department in the Post Office, 
the gap will be larger (really big). But the Treasury 
Department and Budget Bureau will be able to reduce 
income taxes by between 40% and 50%. See? People 
will have more money so they can easily afford to spend 
more money on writing to Aunt Minnie and Cousin Fred. 
Therefore, we can have a complete revision of rates. To 
support the Defense Division section of the Post Office, 
we'll charge a basic rate of 25¢ per letter but on a zone 
basis with perhaps a 75¢ charge between New York and 
San Francisco. Say an average of 50¢ per letter. That 
would raise approximately $17 billion on 35 billion letters 
per year. Perhaps there would have to be special adjust- 
ments to give lower rates for bank statements, retail store 
bills or any first-class matter which keeps business going. 
The gap could be charged to the Department of Com- 
merce. 

Under this sensational plan, all third-class mail would 
be delivered free or for a low rate, say ‘e¢ per piece. 
Business would boom and tax revenue would be higher. 
Plenty to pay for the gap on Defense Division. Any re- 
maining gap would be charged to appropriate depart- 
ments, such as farm mailings to the Agriculture Depart- 
ment, pharmaceutical to HEW, industrial mailings to the 
Department of Commerce, etc., etc. It’s all so simple. 

Fourth-class mail is the only real problem but could be 
solved by the Post Office taking over the tottering Railway 
Express Agency and the nearly bankrupt railroads. Rates 
for parcels would be fixed much higher than present 
express or parcel post rates, and business would be happy 
to pay anything because business is good, and there 
wouldn’t be any other way to ship a rose bush from here 
to there. See? 

As I finished my impassioned pitch, the face of the 
Postmaster General grew exceedingly grave. He muttered, 
“Henry, it’s wonderful but I can’t buy it. Being Post- 
master General is difficult enough, but I'll be damned if 
I want to run the Army, Navy, Air Force and the rail- 
roads, too.” That’s when I woke up . . . and decided that 
an item I had read in a house magazine caused the mental 
indigestion. This was it: 

A customer at a diner called the waitress over. “Say, 
what kind of pie is this, apple or peach?” he asked. “What 
does it taste like?” The customer nibbled a small piece, 
then said, “Glue!” “Well, then, it’s peach. The apple 
tastes like putty.” 

See you next month, if I survive the vacation. 
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3 Bluff View Drive 
Clearwater, Florida 
Telephone: 584-3848 
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Do people read between the line: 
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You do — and so do your customers. 
When this interior decorator, for 
example, studies your catalog, he sees 
more than just text and pictures. 
Unconsciously he is reading 
between the lines for evidence of 
your company’s character. He looks 
for the quality image that only a 
good printer can help you achieve. 
Select your printer carefully — 

and early enough to get his help 

in the planning stages. Very 
likely he will specify a Warren 
paper, because he'll get better 
results — and so will you. 

S. D. Warren Company, 

89 Broad St., Boston, Mass. 
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printing papers make a good impression 
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Eliiott Industries, Inc. 
143 Albany St., Dept 
Please send me information about the cost-saving 
Elliott Addressing System suited to my size mailing 


list, which is 


|, Cambridge, Mass. 
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Name & Title 


Company 
Type of Business 


Street & No. 
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OPENING ii 


TIME and your | : 
Sales message ; | 


can be 


The Unique Typewriteable Stencil, 
heart of every Elliott System, 
Saves space, costs little, gives 
thousands of clean impressions. 
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Find out how a modern Elliott Addressing System can help 
you use the mails to make selective sales calls on thousands 
of prospects simultaneously — inexpensively — any day — 
anywhere you choose. Curious profit seekers will be re- 


warded for sending in the coupon. 
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MANUFACTURERS OF ELLIOTT ADDRESSING 
MACHINES AND DATA IMPRINTING SYSTEMS 








